





WILL 


DOMINATE 


Your Heater Market this Fall ? 


trv AAR 





\ 


THE ANSWER IS WITH THE NEW 


MAJOR WASHINGTON 


Hot-Blast Heaters 


You can’t afford to play second fiddle. Sell the heater that 
the public knows is outstanding in performance and lasting 





service ... the heater that helps you make the sale... 
MAJOR WASHINGTON. Check its construction, specifi- 
cations, weight, appearance, reputation, with any heater 
built. It needs no apology on any point. The Major Wash- 
ington is the best heater for you to sell because it is the best 
heater for your customers to own. It enables you to domin- 
ate your local market. Lead with the leader... make money 
with the Major Washington. The Washington Line gives 
you a full range of sizes for coal, wood and oil . . . enables 
you to meet any heating requirement. Write today for cata- 
log and prices. 

GRAY & DUDLEY COMPANY Maple end Ebony Teles 

NASHVILLE, TENNESSEE 
Established 1862 





























THE NEW 1937 WOOSTER 
3-POINT MERCHANDISING SYSTEM 


Made up of the 26 fastest-selling brushes in the 
fastest-selling line. Consists of three scientifically- 
designed display units...for wall, table-top and 
counter. All brushes interchangeable between all 
units; also available in open stock. Swinging sampler 
holds 94 brushes; counter sampler 67 brushes; 
No. 20 variety vender 69 brushes. Send coupon for 
iMustrated folder showing units in natural colors, 


also complete brush specifications. 










If it's worth Painting 
ifs worth 


WoosTer BRUSHES 
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NEW NO. 20 VARIETY VENDER 


The Wooster Brush Company, 
Wooster, Ohio 


Send me the new illustrated folder on the 1937 Wooster | 
3-Point Merchandising System. ' 4 
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THE WOOSTER BRUSH COMPANY, WOOSTER, OHIO 
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1. These attractive, colorful boards 
are REAL Merchandisers because 
they draw the attention of cus- 
tomers and increase sales. 


2.The YALE LOCKS on each 
Merchandiser cover a range of 
models and prices to meet most 
requirements. 


~ 


3. They make it easier for dealers 
to‘sell locks by making it easier 
for customers to select the ones 
they need. 


4.“The Name YALE Helps the 
Sale.” 


The standard finish of these fine 
YALE Merchandisers is the beau- 
tiful Green Suede (imitation plush) 
which forms a highly effective back- 


ground for the products. 


... Standardise on YALE 
Locks. Get these Merchan- 
vate auxwiary tock disers from your Jobber 
MERCHANDISER - m 
No. GSG62—26%,"x8" OF write to us direct... 
Locks to retail at from 
75¢ to $2.50 
Also GSG61—same as 
above with different 


assortment to retail 

from $1.00 to $4.00. 
No. GSG71—18” x 6%" 
contains 4 locks to re- 
e tail from 75¢ to $1.75. 


NOTE: Add prefix "’R”’ for 
revolving Merchandisers— 
same assortments, 
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4 REASONS © 


why Hardware Dealers 
sell more Locks with 


MERCHANDISERS 


YALE PADLOCK 
MERCHANDISER 
No. GSH303 22” x11” 
Padlocks to retail at from 10¢ 
to $1.50. 
Other Padlock Merchandisers: 
No. GSH312—18” x 5 "—contain- 
ing 5 padlocks to retail at from 
25¢ to $1.00. 
No. GSH321—20 ” x 5 "—contain- 


ing 6 padlocks to retail at from 
15¢ to $1.00. 



























THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U. S. A. 


YALE CABINET & TRUNK 
LOCK MERCHANDISER 
No. GSF11 22” x11” 


Assortment represents locks 
most frequently called for. Re- 
tail prices from 20¢ to $1.25. 
This merchandiser makes it 
easy for you to carry a repre- 
sentative stock that will take 
care of most of the require- 
ments of your trade. 














Office at Philadelphia under the Act of March 3, 1879. (Printed in U. 8S. A 





Hardware Age, published every other Thursday by Chilton Co. (Ine.), Chestnut and 56th Sts., Philadelphia, Pa. Entered as second-class matter March 24, 1988, at the Post 
.) $1.00 per wear. Single copies 15c¢ each. Vol. 188, No. 6. 
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BUILDING LINES(/ HéY Rese pyigy 
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STANLEY TOOLS — 
The Choice of Skilled “Workers © 
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The Building Parade has started 
—creating new demands for GOOD 
TOOLS. 

Carpenters, mechanics, electri- 
cians — all types of skilled workers 
are busy again. They are replacing 
old tools — adding new ones. 

Give your tool department the 
attention it deserves. Take advan- 
tage of the sales tested plan. 





Timely, » Resubtful » Profitable 
.| Sales Tested 


™ MERCHANDISING PROGRAM 
on STANLEY TOOLS 


This program applies modern, successful 
merchandising methods to the sale of 
GOOD TOOLS. 


It includes 
—a bright, colorful window display. 
—sales tested merchandise displays of fast 


selling STANLEY TOOLS. 


These merchandise displays have brought 
handsome returns to the dealers using them 
—they are sales tested for results. 








—attractive, eye-catching booklets de- 
scribing popular STANLEY TOOLS. 


This is a plan built to help you display and Your 
sell tools. It has been sales tested and will . Store 
produce results for you. Headquarters 
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STANLEY 


Act now! Your jobber is ready to supply 
all the material needed to make it a success. 
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: STANLEY TOOLS 


— New Britain, Conn. zi 
ia : We want to make our store “Headquarters for 
my : GOOD TOOLS”. Send complete information. 
e 5 : 
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INEW BRITAIN, CONN. 








America Is Rebuilding! | 
Get your stock ready for | 
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The Simplified Disston Line 
The Disston Line is a simplified line. It cuts down your stock invest- 
ment and increases your turnover. 
OVER THE COUNTER PRICE LiST 


No. | 20 in. =a. | —- 26 in. 
D-7 $2.40 $2.40 $2.70 $2.70 
D-8 : 3.00 3.00 
D-23 3.30 3.30 
D-12 4.50 
D-115 | | 5.50 
D-15 . 5.50 
D-95 6.00 


20 in. and 22 in. Saws are sold at the same price 
24 in. and 26 in. Saws are sold at the same price 


‘A complete line of Hand Saws 











! Disston Saws Are Selling 


rt greater Hand Saw Sales 
Keystone Hand Saws 


MADE BY DISSTON 


Made by Disston and every blade etched with the Disston 
name! That is your guarantee of ready acceptance by your 
trade of Keystone Hand Saws. 


They are made in the Disston factory under the supervision 
of Disston Sawmakers. 


They are outstanding in value in their price class. 


Seven models form the complete line, and they give you 
all you need in the popular-priced field. 

Every saw carries a price tag with its printed price. You 
get a fair margin, and that margin is insured because 
Disston sets the price. 


FREE 
Display Stand 


When you order the Keystone Hand Saw Display Stock 
you get free this attractive dis a stand, with its attrac- 
tive display card mounted at the top. One side of card 
features Keystone Hand Saws, under which you can 
display five Keystone Saws in the slotted legs. The other 
side features Disston Hand Saws under which you can 
display five Disston Hand Saws from your regular stock. 


Thus you have a complete saw stock on display all 
the time. 


Order the Keystone Hand Saw Display Stock from your 
jobber, today, and put this Display to work for you. 


Stock this VALUE Line! It has a ready appeal to home own- 
ers, farmers, students and others who want a popular-priced 
saw,’and who especially want a saw that is made by Disston. 


Order from your jobber the complete KEYSTONE Hand 
Saw Display Stock as itemized below. You pay only 
$10.65; the retail value is $16.10, leaving you a business- 
like margin of $5.45. 


Included in the pack, you will get FREE of charge the 
Keystone Hand Saw Display, a sturdy rack which will 
sell Keystone Saws for you. 

















Here is what you get! 
When you buy this KEYSTONE Hand Saw Display Stock—here is what you get! 


Total 
Sells for Retail Value 


1 K-1 Leader 26"—8 point. .......-- $0.85 each $0.85 
1 K-2 Speedster 26"—8 point. . ...... 1.00 each 1.00 
4 K-3 Pacemaker 26"—8 point. ....... 1.25 each 5.00 
2 K-3 Pacemaker 20"—9 point. . . ... - - 1.00 each 2.00 
1 
1 
1 


| 


K-4 Air Master 26”—8 point a er ee ae ae 1.50 each 1.50 
K-5 Defender 26’—8 point . . . oe 1.75 each 1.75 
K-6 or K-6% Challenger 26"—8 point . P — 2.00 each 2.00 
_1 K-6 or K-6% Challenger 26"—9 point. . . . 2.00 each 2.00 
12 Keystone Saws which will sell for a total of . . Pa ee $16.10 
Also Display Material as follows: 
One Wood Display Stand; One 22” x 7%" display card; Price tag on every saw. 


Complete Stock (12 saws) consumer value of $16.10 sells to Hardware Meschent for $10.65, 
leaving a margin of $5.45. Weight of Complete Stock Package, 2344 poun 
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YOUR JOBBER HAS THESE Coleman 


PRODUCTS—SEND HIM YOUR ORDERS 
They’re All Profitable Fall and Winter Sellers 


A 300 candlepower kerosene 
pressure mantle lamp for those 
who prefer to use kerosene 
fuel. Produces more light than 
5 non-pressure kerosene man- 
tle lamps. Parchment Shade, 
Pyrex Globe, Silvertone finish. 


U.S. Retail Price... $6.75 


Model No. 129G— Same as 129 
but without Parchment Shade. U. S. 
Retail Price 


MODEL No. 228-B 
INSTANT - LIGHTING 


A powerful lantern made to 
stand hard outdoor use. 300 can- 
dlepower; wind, rain and storm 
can’t put it out. Pyrex Globe, 
— Sa enameled Venti- 
lator Top, built-in Pump. 

U.S. Retail Price $7.95 

Model No. 220 B — Same as Ho. 
228 B, but hes Smaller Ventilator T 
U. &. Retail Price............ $7.4 




















A real buy in a low priced 
Air-Pressure Lamp. 300 can- 
dlepower light—kind to the 
eyes. Parchment Shade, Pyrex 
Globe, Silvertone finish. 

U. S. Retail Price.... $5.70 

Model No. 134 G—Same as Ho. 


134 P, but without shade. U. S. Re- 
tail Price $ 


MODEL No. 242-B 
INSTANT- LIGHTING 
The biggest selling lantern 
of its kind. A midget in size, 
a jumbo in brilliance. Its sin- 
gle mantle produces 175 can- 
dlepower light. Pyrex Globe, 
built-in Pump. 
U. S. Retail iti. $5. 95 
Model No. 243—A popular, low- 
 one-mantie la 


atern with mica chim- 
ney. 'U. S. Retail Price $4.45 
NO. 5-B DELUXE 
RADIANT 
HEATER 


Provides clean, quick, 
healthful heat at a cost 
of only 2¢ an hour. Port- 


Lighting 


No. 
132A 


A fine DeLuxe Air-Pressure 
Lamp that produces 300 can- 
dlepower eye-saving light. 
The safest liquid fuel lamp 
made. Parchment Shade, 
Pyrex Globe, built-in Pump, 
Indian Bronze finish. 3-pint 


Fount. $7.95 


U.S. Retail Price.... 


MODEL No. 235 
KEROSENE LANTERN 
Agenuine Coleman pressure 
type Kerosene Mantle Lan- 
tern. 300 candlepower. Pyrex 
Globe, built-in Pump. 
U.S. Retail Price... $7.45 


Model No. 234—A small, ciate 
mantle kerosene Lantera w 
built-in — u. Retail Price $5. ‘os 


SILK-LITE 
MANTLES 


The finest quality mantles 
made. Heavy duty, High 
Power. Triple lock weave, 
and special chemical treatment 
gives greater strength, longer 
life, greater brilliance. Most 
economical. 

U. S. Retail Price 


No. 31 RAYTEX Jr. MANTLES 
U. S. Retail Price, 
Per D 


No. 
4-A 





COLEMAN 


SELF-HEATING IRON 
INSTANT- LIGHTING 


The biggest selling iron of 
its kind. The only real instant- 
lighting iron made. Operator 
can iron in cool comfort any- 
where. Cuts ironing time 4. 
Costs 44¢ an hour to use. Just 
show and demonstrate them! 
That’s how dealers sell them 


by the dozens. $ 5. 9 5 


U. S. Retail Price.... 
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COLEMAN AUTOMATIC 
ELECTRIC IRONS 


Here’s an iron made for the in- 
dependent hardware dealer, with 
a real profit in every sale. Saves $2 


to $5 a year on electricity. 

Theromostat automatically 

cuts off current when the iron 

reaches the set temperature. 

Consumes no electricity 40% of the time while in use. 
Eliminates fire hazard. 

No. 38—Automatic, 1000 watts, U. S. Retail Price $7.95 
No. 37—Automatic, 720 watts, U. S. Retail Price $6.90 
No. 39—Automatic, 1000 watts, 3% lbs., U. S. Retail Price $7.95 


able...use it anywhere. 
Thermo - Safety Genera- 
tor prevents flooding. Gas 
Starter lights instantly. 
Everdur MetalFuelTank. 
U. S. Retail 

Price $27.00 


Roget No. A A powerful 
little 7-radiant heater, instant- 
lighting. U. $. Retail Price $14.70 


THE COLEMAN LAMP AND STOVE COMPANY 


Wichita, Kans.; Chicago, Ill.; Philadelphia, Pa.; Los Angeles, Calif.; Toronto, Ontario, Canada 





No.5B—Listed by Underwrit- 
ers’ Laboratories, File G546. 
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HARDWARE AGE 





‘HOW ARE YOU SET FOR FALL MERCHANDISE, GEORGE?” 


“SITTING PRETTY! TAKE A LOOK AT SOME OF 
THE MERCHANDISE I JUST STOCKED”’ 
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USS HARDWARE TRADE PRODUCTS 


AMERICAN STEEL & WIRE COMPANY COLUMBIA STEEL COMPANY 
Chicago, I[Il. San Francisco, Calif. 


NATIONAL TUBE COMPANY TENNESSEE COAL, IRON & R. R. CO. 
Pittsburgh, Pa. Birmingham, Ala. 


CYCLONE FENCE COMPANY CARNEGIE-ILLINOIS STEEL CORP. 
Waukegan, I[il. with which has been consolidated 
American Sheet & Tin Plate Co., 
STANDARD FENCE COMPANY Pittsburgh, Pa. 
Oakland, Calif. 
Pacific Coast Division of UNITED STATES STEEL PRODUCTS CO. 
Cyclone Fence Co. New York, Export Distributors 


NITED STATES STEBL 














“AMERICAN FENCE AND POSTS 
—THAT’S WHAT MY CUSTOMERS WANT!” 


Sell Genuine American--the fence that resists rust 


that’s Ameri- 
can Fence. It saves money for your customers by giving 


e A money-saver and a money-maker 


the kind of service that only top quality fence can give. 
It makes money for the dealer for the same reason. 
And remember that satisfaction in one product builds 
business in your store on other products. 

American not only has the construction features 
your farm trade wants. /¢ resists rust. The medium 


hard copper bearing steel and the smooth heavy 
galvanizing coat resist this menace to fence life. Service 
records of thirty years and more prove how efficient 


this American rust-protection is! 


Make your store headquarters for American Fence. 
Enjoy the profit and prestige of handling America’s 


biggest selling fence! 


USS AMERICAN FENCE AND POSTS 
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“\NHEN THE LEAVES BEGIN TO FALL 


THESE BASKETS SELL LIKE HOT CAKES. 
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... Display Cyclone “Red Tag” Catch-All and Burner Baskets 


@ When the leaves come down—out come rakes and 
baskets. These Cyclone baskets are just what home 
owners want. They are leaf and rubbish burner, and 
trash receptacle all in one. The raised bottoms permit 
good draft. Close mesh keeps burning fragments safely 
confined. 

Cyclone Catch-All holds about 214 bushels. It is 
29 inches high. 20 inches wide at top. Finished in 


Baked Green Enamel, and welded at every fourth 
intersection for added strength. 

Cyclone Burner Basket is the answer to the big de- 
mand for a quality burner basket at a reasonable price. 
Attractively decorated in bright red. Strongly made. 
Electrically welded for added strength. Comes in 3 
sizes, with an approximate capacity of 114, 2, and 
21% bushels each. 


USS CYCLONE Redjay” BASKETS 


Cyclone Fence Co., General Offices: Waukegan, Ill. 
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“HERE’S A ROOFING THAT REALLY STOPS LEAKS! 
IT’S GOT OTHER ROOFING BEAT A MILE” 


td RAS Bah 
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USS TENNESEAL ROOFING 


LEAK PROOF:---+ FIRE PROOF:--+ LIGHTNING PROOF: ->WEATHER PROOF 


e Without question, the sensation of the roofing trade! 
For here is a roofing with every feature found in other 
brands plus new exclusive features never offered before 
in any roofing. 

1. Triple Cross Crimp—Puts an end to common cause 
of roof leaks. The three crimps keep rain from being 
blown or drawn under end laps. 

2. The Pressure Lip— Depression in lower end of sheet 
insures close pressure contact between overlapping 
sheets at end laps. 


3. The New V-Drain—Prevents leaks at side laps. 


TENNESSEE COAL, IRON & R. R. COMPANY 

CARNEGIE:ILLINOIS STEEL CORPORATION 

AMERICAN STEEL & WIRE COMPANY 
COLUMBIA STEEL COMPANY 


Rain, blown or drawn under lap, is caught in V-Drain 
and drained. 
4. The Tension Curve—Makes every sheet fit snugly 


and cling closely to roof decking. 


Only good steel sheets give /asting satisfaction—the 
kind that makes satisfied customers. Handle the est 
sheets. In addition to Tenneseal we offer American, 
Tennessee, or Columbia. They’re full gauge—with full 
weight galvanizing—assuring long life and preventing 
kick backs. All styles—corrugated,V-crimped or flat- 

in Standard Open Hearth or rust-resisting Copper Steel. 





UNITED STATES STEEL 
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AMERIGAN STEBL & WIRE COMPANY 
_ TENNBSSEB Co. 
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ON ITEMS LIKE THESE’”’ 


@ From tacks to gates—there’s always 
a steady profitable turnover on miscel- 
laneous wire products. 

Handle top quality only. It pays. Sell 
nails that are packed in the new, im- 
proved E-Z Open Safety Keg. It’s a 
big advancement in nail keg safety and 


USS 


i x Pee Ss 


GATES - 





L, }RON & R. R. CO. 
~GOLUMBIA STEEL one. oO ie a 
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convenience—and it’s making a hit with 
dealers and customers everywhere. 

Ask also about American Hex-Cel 
Poultry Netting—an amazing new 
netting that stays straight and true... 
sells on sight when shown in compari- 
son with other netting. 


NAILS - TACKS - STAPLES - BARBED WIRE - BALE TIES 
POULTRY NETTING - 


POULTRY FENCE 


UNITED “STATES 
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One of the Best Selling 
Screw Drivers Made 


If a man served you faithfully for nearly half-a-cen- 









tury you'd feel safe in trusting him, wouldn’t you? 
Champion Screw Drivers have been used by mechan- 
ics and sold by dealers for 49 years—they have never 
failed the man who used them, nor the dealer who 


sold them. 


Champion Screw Drivers are made from toughest 
forged steel with a blade so secured that it cannot 
possibly turn in the handle. The blade is perfectly 
tempered and tested to split a screw head. The handle 


affords a firm, comfortable grip. 


CHAMPION 


Screw Drivers 
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Cabinet | = 


Regular and Cabinet 


“Regular” pattern in 10 sizes. Blade length ” 
in. to 12 in. Length overall 64% in. to 18% in. 
Diam. 3/16 in. to 7/16 in. 

“Cabinet" pattern in 8 sizes. Blade length ria in. 





to 124% in. Length overall, 614 in. to in. 

Diam. j 16 in. in all lengths. 

“Special” pattern in 2 sizes, 143 in. and 1% in. 

blade lengths. Length overall 5'4 in. and 7'% in. - 
Diam. 3/16 in. and 4 in. Special 


Electrician 


_ on — EDD 


Machinist 
Electrician and Machinist 


Same construction as others. 

“Electrician” pattern made lighter, in 8 sizes. 
bya length Y% in. to 12Y, in. Length overall 
6% in. to 16% in. Diam. of 4aate 3/16 in. in all 
lengths. 

ay my ol pattern in 5 sizes, Blade length 12 in. 
to 30 in. Length overall 214 in. to 4014 in. Diam. 
of blade % in. in all lengths. 

All patterns 4 doz. in box. 


are made in 5 patterns and in sizes from 114” to 30” 


blade lengths. 


Carpenters, cabinet makers, electricians, mechanics, 
manual training schools and home owners are all 


good customers for Champions. 


And the profit is as good as the tool. 


Your Jobber 
will supply you— 


BEWEE . © @ 
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WHY BOTHER WITH 
IMITATIONS WHEN 


YOUR CUSTOMERS 
WANT Jenne 


RUBBERSET 


(rreave-mank) 


om) AUBSERSET CO, 





RUBBERSET Paint Brushes Sell on Sight 


(rrave-mark) 
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because people know they’re Good! 


HE market is flooded with imi- 
tations of Rubberset Paint 
Brushes and buying them is a grab 
bag—maybe you get a good one, 
maybe you don’t. But with genuine 
Rubberset, it’s different. If a brush 
is trade-marked Rubberset, the man 
who buysit knowshe’s getting value 
and quality, without any ifs, buts 
or perhapses! 
That’s the reason experienced 
painters will choose Rubberset in- 
stead of any old “set-in-rubber” 


paint brush. And that’s the reason 
why every profit-minded paint and 
hardware dealer will push Rubber- 
set instead of unknown, uncertain 
brands. 

For more than 50 years, the Rub- 
berset Company has been making 
excellent paint brushes with crafts- 
manship “‘built in.’’ Bristles, handles 
and ferrules are as fine as money 
can buy. And the Rubberset setting 
process — anchoring the bristles ever- 
lastingly in hard rubber —is so good 


it’s imitated all over the world, but 
never quite duplicated. 

If you’re not one of the many 
dealers who report greatly increased 
profits on paint brushes with the 
new and simplified Rubberset line, 
you ought to get in touch with your 
supply house today. Tie-up your 
store with Rubberset, for repeat 
sales and repeat profits. Learn from 
experience how it pays to back the 
best-known paint brush brand in 
America today. 


RUBBERSET COMPANY 


(rRave-marx) 


PAINT BRUSH DIVISION — 56 FERRY STREET, NEWARK, N. J. @ ESTABLISHED 1873 


NOW UNDER ' 8 8 
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MR. SIMON H. GROW has improved 
and speeded up his service to cus- 


tomers, increased his salespeoples’ 
accuracy in handling money, and 
given them a real incentive to sell— 
since he installed a modern National 
Cash Register System! 

“I am especially pleased,” he 
says, “with the separate cash drawers 
and separate register records that 
this machine provides for each 
salesperson. Now I know how many 
upon, the 


customers each waits 


amount of his sales, and how much 


16 


boost their selling records 


Richmond, Va. 





he is earning. In addition, 
I can tell who is responsible 
for mistakes in making 
change and handling money, 
and can hold each account- 
able for all money and rec- 
ords he handled during the day. 

“Since I have been getting this 
information, my salespeople keep on 
their toes and take every opportunity 
to boost their selling records. 

“I also like the fact that our 
National Cash Register issues a 
printed receipt for each customer 


Mitional Cuh 


DAYTON, 


Southside Hardware Co., 






"My salespeople keep on their toes to 


33 







—enforcing the recording of the 
correct amount on each sale, and 
eliminating hand-written sales slips 
on cash sales.” 

Your salespeople will increase 
their sales, too, when they know a 
record is being kept to show how 
much they sell. And you can get 
such records easily, accurately and 
inexpensively with amodern National 
Cash Register System. Our represen- 
tative will be glad to show you how. 
He is a business friend whose judg- 
ment and experience you will value. 


Cash Registers * Typewriting-Bookkeeping Machines * Posting Machines * Bank-Bookkeeping Machines 


Check-Writing and Signing Machines * Analysis Machines * Postage Meter Machines * Correct Posture Chairs 


HARDWARE AGE 
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$800 
IN PRIZES 


For Dealers in United States and Canada 


2 First Prizes . $150 each 
2 Second * - = 
2Third ‘“ : ao 
2 Fourth “ ee ies 
20 Prizes of $10 each 


One of each of the above prizes will be awarded 
to merchants in towns of 10,000 and over, and 
one each to merchants in towns under 10,000 
population in United States and Canada. 


$1 FOR EVERY 
ENTRY 


PAIR UP SALES AND INCREASE PROFITS 
WITH THIS DISPLAY PIECE 


Merchants are still talking about the wonderful results of our 
Garden Tool Window Display Contest. It increased sales every- 
where. Not only of Carborundum Brand Products, but of the 
full line of garden tools. 

Now another big window display contest comes to stimulate the 
sale of edged tools as well as Carborundum made products. 
Every workshop fan, mechanic, craftsman, or carpenter is an 
immediate prospect. 

It pays to pair up sales. Also you may win one of the 28 prizes. 


WE WILL PAY $1 FOR EACH ENTRY THAT CONFORMS TO THE RULES. 


READ THESE SIMPLE RULES 


1. There are no restrictions as to the amount 
and quality of the merchandise displayed in 
the window except that: (A) It must display 5. In the case of ties duplicate awards will 
edged and allied tools and shop equipment be made. Decisions of the judges will be 
used by the home workshop craftsman, the final. 6. No photographs will be returned. 
carpenter and mechanic. (B) Each window They become the property of The 

must contain The Carborundum Company’s Carborundum Company. 7. The 


graph. 4. Contest closes November 15th. 
Window can be installed any time previous. 


standard display piece No. 767. 2. Submit 
entry in the form of a photograph. The con- 
test will be judged on the basis of the display 
and not on the basis of photography. 
3. The name, complete address and whether 
store is in town of over or under 10,000 pop- 
ulation must be printed on back of photo- 


THE CARBORUNDUM COMPANY 


NIAGARA FALLS, N. Y. 


(Carborundum is a registered trade-mark of The Carborundum Company ) 
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contest rules and prizes cover 
dealers both in the United States 
and Canada. 8. Mailall entries 
by November 15th to Contest 
Editor, Advertising Department, 
The Carborundum Company, 
Niagara Falls, N.Y. 


Name 


' 











HOW TO ENTER THE CONTEST AND 
GET THIS DISPLAY FREE 


Buy the No. 767 Assortment of Carborundum items fea- 
tured with the display card. They are timely, sure selling, 
and extensively advertised. One each of these items is 
compactly mounted on the full color attractive display 
which is free with the purchase of the No. 767 Assortment. 
Include this Display Piece in your window along with your 
display of edged tools, send us photograph of your window, 
and you become eligible for one of the 28 cash prizes in our 
Edge Tool Window Display Contest. Mail coupon now! 


SPECIAL ‘NO. 767 ASSORTMENT 


2 No. 109 Combination Stones . retail value $2.50 


2 No. 111 Combination Stones. . . - ” 2.00 
2 No. 118 Straight Grit, Fine . . . ” sac 2.70 
2 No. 124 Straight Grit, Fine . .. ” = 1.90 
2 No. 142 Straight Grit, Fine, . . . ad = 1.40 
2 No. 177 Slip Stone, Fine . .. . = e 1.30 


Your cost $7.67 Your profit $4.13 


The items mounted on the display are included 
to make up the above totals 





Address 


City State 
SSCCCESSSCESTHESEEESESEEHSSEEHEHESETEEEEEHE TEETH HSEEHH ESSE EEE ee eee Eee eE eee 


CLIP AND MAIL TODAY! 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


Please send me your No. 767 Assortment, including Sharpening 
Stone Display Card. Bill through: 


(Print name of jobber here) 
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This really grand Portable Mixer will sell itself in one demon- 
stration. It mixes so thoroughly, whips so easily, and beats so quickly 
that it will amaze even the most adept housewife. 

National Advertising in the Saturday Evening Post will arouse 
every woman to the buying point, when she sees what this mixer will 
do. You should stock up now in order to be in position to say ‘Here's 
the mixer you saw advertised in the Saturday Evening Post, Madam.” 
One demonstration will prove that it’s easier to use a Hotpoint Mixer. 

Attractive stain-proof, cream with green trim, baked enamel finish. 
Powerful G-E Motor with permanently connected all-rubber cord and 
plug that makes it handy to use at the sink, stove or elsewhere. Three- 
speed switch, with “off” position, is conveniently located close by the 
handle to permit single-hand control of all operations. Glasbake bowls, 
both large and small, are guaranteed against breakage from heat. 

Double beaters shaped to the contour of the bowls assure posi- 
tive blending of all ingredients. Handy rubber spatula is standard 
equipment. List Price $18.75. Silver finish portable mixer with opal 
white, sure-grip, mixing bowls also available at this price. Mixer with 
Juice Extractor Set (as illustrated) $21.50. A complete line of handy 
accessories for both mixers is available at slight additional cost. 
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APPLIANCE AND MERCHANDISE DEPARTMENT. GENERAL ELECTRIC COMPANY. BRIDGEPORT. CONNECTICUT wit 
RESEARCH KEEPS GENERAL ELECTRIC YEARS AHEAD files 
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3 FILES ARE MAKING HISTORY 
IN 1936 


All through history, before and since Columbus discovered a new 
world with 3 ships in his fleet, the number 3 has stood for success 
again and again. 

Today, 3 file brands are making history throughout industrial 
plants with their ability to remove stock faster and reduce filing 
Costs. Interestingly enough, these 3 brands are stamped on files 
with up to 3 times as many cutting edges per square inch — on 
files that mechanics say last 3 times as long as ordinary files. 


These three brands — Nicholson, Black Diamond and McCaffrey 
—- are now available everywhere. 






PATENTS 
PENDING 
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WHAT THEY CAN DO 


TRIPLE filing efficiency throughout industrial plants. With up to three times as many 
cutting edges per square inch, Nicholson, Black Diamond and McCaffrey Files will remove 
far more stock. Test them on soft, mild, medium or hard metals and see for yourself. 










TRIPLE the enthusiasm of expert mechanics whose time is the greatest cost element on 
any filing job. 

TRIPLE the times the file buyer will say to himself ‘I bought just the right files . . . I 
lowered production costs . . . Isaved my firm money.”’ 


Take advantage of the most successful file improvement introduced in a generation — 
NICHOLSON, BLACK DIAMOND, McCAFFREY. Nicholson File Company, 


Providence, R. I., U.S. A. A FILE FOR FVERY PURPOSE) 
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A Famous Lady Steps from Her Picture to Answer: 





Women like to use colored 
Super Valspar to make old 
things “good as new’’... 











They know that Valspar’s 
jewel-like colors mean 
years of lasting beauty. 


“OF COURSE IT’S TRUE—haven’t I 
been in the famous boiling water trade- 
mark for years and seen Valspar and 
Super Valspar defy floods, sand-storms, 
alcohol, ammonia, even bursting steam 
pipes? 

“It’s true—and women know it’s true. 
Many of them have seen the same things 
I’ve seen. Valspar is a household word for 
protection. Right now big full-page 
color magazine ads are featuring Super 
Valspar, clear and in colors. (In this 
month’s ad I step from my picture and 
talk to your customers. ) 

“It is true that Valspar will help your 






business. Any product that’s as popular 
with millions of men and women as 
Valspar will make a lot of sales.” 

It’s easy to let people know you 
stock Valspar Products. Ask us about 
FREE Tie-In Material. It’s new— 
novel—and tested for results. 


ALSPAR 


PAINTS and VARNISHES 


VALENTINE & COMPANY 

386 Fourth Avenue, New York. 

In Canada—The Valspar Corpo- 
ration, Ltd., Toronto. 





VALSPAR 


The Varnish that boiling 
water made famous. 





PAINT MAKERS FOR 


104 


YEARS 
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IRON ENAMEL 


For stovepipes, ranges, 
and all kinds of iron work. 
liant, heat resisting general-pur- 
pose black enamel that prevents 
rust. Absolutely weatherproof. 
15¢, 25¢, 35¢, 55¢. 
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And because they’re made and 
backed by Sheffield—you can push ’em ou 
to the limit. Put ’em out in front where 

they'll do their own selling—each is a big 
dividend producer—not only on the initial 
sale, but on the high percentage of repeats. 

! This will be a record-breaking Fall on Sheffield 
sales—due to the extra big value, and extra fine 
results Sheffield products give. Get your share—and 
remember, every Sheffield item you sell helps sell 


*WOODFIX. Does everything other woodpastes do—better. 
Waterproof. 10c, 20c, 25c and 75c. 


Biggest 






SHEFFIELD 


“1 See ee eCtALtTY 
3000 WOODHILL ROAD 








DUO-JARS (G 
ALUMINUM ENAMEL) 
For use on radiators, stoves, 
fixtures and general decorat- 
ing. Super smooth. No waste. 
Twist of the wrist and the 
patented Duo-Jar is instantly 
open. 15¢, 25¢, 40¢ and 70¢. 
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KLEEN-A-BRUSH 
value yet — 
one-third more for 
the money. 
quality- 
10¢ 


HOUSE 


Pure Oil 
Colors** 


OLD OR 


ALUMINUM PAINT 
For interior or exterior use. 
ers smoothly. Patented 2 com- 
partment can with Aluminum 
Paste or Powder, and finest Ex- 
terior Spar Varnish Bronzing 
Liquid. 


Cov- 


Unknown Makes 
TO WIN! 


others. Other Sheffield fast sellers 
(not shown here) are: 3-Star Floor 

Cleaner, Crack Filler, Nu-Way Liquid 
Wax, Kleen-a-Paint, Bronzes in Glass 

Vials, Combination Cans of Gold or Silver 
Paint, Liquid Glue, White or Orange Shellac, 
Iron Cement, Show Card Colors, Stencils, and 
Gold Enamel. Order whatever you need NOW— 
write your jobber AT ONCE. 


**PURE OIL COLORS. Triple ground in pure linseed oil. All 
colors. 10c. 








Top 








JOBBERS: Don’t miss a single order—write Dept. H. immediately for prices. 


BRONZE POWDER 
AND STENCIL CO. 
-@F FOP VAGLHES” 
- CLEVELAND, OHIO 
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22 Modern 
Heaters 

















. . . because the Florence “FACTory 
Expert” helps them buy! 

This season each Florence Oil-burn- 
ing Heater will carry its individual 
FACTS TAG —a “FACTory Expert” 
on your sales floor ready to answer all 
questions. Every feature, from the type 
of finish to the innermost detail of 
construction, is on the tag for your cus- 
tomers to read; proof that in Florence 
they get beauty, comfort, convenience 
that mean lasting satisfaction. 

With the All-round Florence Line 
you can meet all comers. You'll have a 
model for every need and pocketbook, 
with heating capacities ranging from 
1,400 to 7,250 cubic feet of space, at 
zero. The line includes powerful vent- 


feet of space 
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ed Circulating and Radiant Heaters 
with Sleeve Type or Pot Type Burn- 
ers; noh-vented Cabinet Heaters with 
Wickless Kerosene Burners; Kitchen 
Heaters, Garage Heater, Portable Room 
Heaters; also Range Oil Burners for 
kitchen stoves, parlor heaters, hot air 
or hot water furnaces. 

People will soon be buying heaters 
in a big way. Make your plans now to 
set up a Florence Heater Department, 
to put in windows, send out the big 
roto, and use the new ad cuts in your 
newspapers. Tie up with America’s 
largest and fastest selling heater line, 
in a market that’s growing by leaps and 
bounds. Write for new catalog with 
full details and ask about the excellent 
Florence Budget Plan. 


FLORENCE STOVE COMPANY 


O. z \ = General Offices and Plant, Gardner, Mass.; Western 
oe and Plant, K. ankakee, Ill.; Sales Offices: Mer- 


andise Mart, Chicago; New York, Boston, 


OIL RANGES - acne RANGES ° a A * RANGE BURNERS 
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Atlanta, Dallas, Detroit and San Francisco. 
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MYERS SELF-LUBRICATING 


PUMP JACKS: 
DUST, DIRT ond WEATHER-PROOF 
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A survey 
of your trade area will dis- 
close a profitable market for 
Myers Quality Pump Jacks—a mar- 
ket that is influenced largely by the desire of 
farm folks generally to relieve themselves of pump- 
ing and carrying water by hand. 
Myers Self-Lubricating Jacks can be sold in full 
confidence that they will stand up under severe service, 
look well after installation and give many years of complete 
satisfaction to the user. Motor or engine powered, with all 
working parts fully protected and oil bath lubricated, dust, dirt 
and weather proof, favorably priced and sold only through le- 
gitimate trade channels, any dealer can stimulate and increase 
his pump business this fall by stocking and displaying one or 
more styles. Yes, this is easily accomplished, even in the 
face of light weight, cheaply built, low priced competition. 


If you have a copy of the Myers No. 68 Catalog on file 
turn to Pages 143-147 where all styles of Myers Jacks 
are illustrated and described. Then send us an 
order for your fall requirements. If you 
are not familiar with Myers Jacks, 
write us immediately for cata- 
log and prices. 
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PUMPS-WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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Free Display Case 


Ask your jobber to send you Display the new “Enterprise” 
promptly the “ENTERPRISE” Chopper with Grater on your 
Sales Unit, either No.5 or No. 10, counter or display table and 
with its striking Display Case. watch your chopper sales grow. 


ORDER FROM YOUR JOBBER OR WRITE US| 


ENTERPRISE 
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DEALERS 


Gets cole lb los bolo Ml slog an @En Lo (ooh geloteet (ol Oxo) b iol 


ter Display Dispenser that automatically 
multiplies flashlight battery sales. 
Colorful, attention - compelling, it 
captures the buyer's eye and re- 

soot botet-BebbooR Cob d-selohu Mevt-Bi lotto bles oli 

power. Dispenser contains 48 

Unit Cells which retail at 
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complete, $3.12. 


ROTOMATIC 
SWITCH 
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A’ A member of the human 
race, a painter may be no 
more than average size. But as 
a customer — for you — he’s a 
GIANT! He buys more than 
dozens of other customers com- 
bined. Painters’ business is vol- 
ume business. So not only keep 
the painter business you have but 
go after more. White-lead is the 
big factor. Sell painters that and 
you'll sell them everything else 
they need. 


Dutch Boy Pa 
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Stock and push Dutch Boy 
White-Lead...the most sought- 
after item in the painters’ line. 


Other Dutch Boy products 
that help to bring painters in 
are: Dutch Boy Linseed Oil, 
Dutch Boy Lead Mixing Oil, 
Dutch Boy Colors-in-Oil, Dutch 
Boy Liquid Drier, Dutch Boy 
Wall Primer and Dutch Boy 
Quick-Drying Red Lead Primer. 


DUTCH Boy 


"ALL-PURPOSE 
SOFT PASTE 


WHITE LEAD 
eS 


inters Products 





A MAGNET 
FOR PAINTERS’ EYES 


Smart dealers find that one of the best 
devices for attracting painters’ business 
is a Dutch Boy Department. This con- 
centration of the complete line of Dutch 
Boy pfoducts in a prominent section of 
your shelves is a sure way of telling 
painters, as well as others, how well you 
are equipped to serve them. 





NATIONAL LEAD COMPANY 
111 Broadway, New York; 116 Oak St., Buffalo; 900 
W. 18th St., Chicago; 659 Freeman Ave., Cincinnati; 
1213 West Third St., Cleveland; 722 Chestnut St., St. 
Louis; 2240 24th St., San Francisco; National-Boston 
- Lead Co., 800 Albany St., Boston; Na- 
tional Lead & Oil Co. of Pa., 316 Fourth 
Ave., Pittsburgh; John T. Lewis & Bros. 

Co., Widener Bldg., Philadelphia. 





cAn Important Message 


TO THE LAMP DEALER WHO WANTS 
AN EXTRA PROFIT NEXT MONTH 


Nexr MONTH is the beginning of the “eye- 
strain” season ... shorter days and longer nights. 
At this time of year millions of boys and girls 
need better light for studying and reading. Mil- 
lions of parents need better light for sewing, 
darning, and other close seeing tasks. These 
people—your customers—will need better lamp 
bulbs and more of them to light their homes and 
protect their families’ eyesight from the dangers 
of the “eyestrain” season. 


They want bulbs that give them all the light they 
pay for ... bulbs that won’t burn out early or 
grow dimmer and dimmer and cheat their eyes 
of light they need. They want the kind of bulbs 
that Stay Brighter Longer . . . such as Edison 
Mazpa lamp bulbs. 


You, as a lamp dealer, have a better opportunity 
to make more profit next month by selling 
Edison Mazpa lamps than at any other time of 
the year .. . possibly than at any other time in 
several years. Here’s why: 


FIRST, as part of the Better Light-Better 
Sight program this fall, the entire 
lighting industry is starting a super 
advertising campaign in October to 
sell 1,000,000 I. E.S. Better Sight 
Lamps in 31 days. This tremendous 
effort, in celebration of the Second 
Birthday of the I.E.S. Better Sight 
Lamp, includes $85,000 worth of 
special advertising in the leading 














magazines . . . or about 40,000,000 advertise- 
ments in one month’s time. You can make this 
campaign work for you by featuring I.E.S. Bet- 
ter Sight Lamps in your windows and on your 
counters .. . along with the 100-watt (and larger) 
Edison Mazpa lamps these lamps require. 


SECOND, in addition to this I. E.S. Better 
Sight Lamp advertising, the General Electric 
Company is concentrating the bulk of its Mazpa 
lamp advertising in October in 22 leading maga- 
zines. This powerful advertising tells your cus- 
tomers why they should buy Better Bulbs for 
Better Light . . . the kind that Stay Brighter 
Longer. You can sign your name to this advertis- 
ing by displaying current advertisements in show 
windows and on sales counters, by using Edison 
Mazpa lamp displays at the time the advertise- 
ments tying in with them appear in the maga- 
zines, by using the sales arguments from the 
advertisements in personal selling, and by tying 
in local advertising with this great nation-wide 
campaign. 

For these two big reasons we believe 
that Edison Mazpa lamp agents who 
want to make an extra profit next 
month have a bigger opportunity 
than ever before. If you would like 
further information see the jobber 
who serves you or write to General 
Electric Company, Dept. 166, Nela 
Park, Cleveland, Ohio. 
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MODERNE 





Two Junior Panels: Jr. “Moderne” features 
modern designed Crome cabinet hardware. 
Jr. “Colonial” colonial style cabinet hardware. 
Also, there is the “Senior Panel” displaying 
the complete line. 


FREE PANEL! 


Any beautiful metal panel—in a 
choice of 3 colors: black, yellow, 
green—is offered free; you pur- 





chase only the hardware on it. 





ou CANT J AFFORD 


40 OvERLOOE PROFITS 









Says... 


Mr. E. B. Neuman, 

Sales Manager and Treasurer, / 
National Brass Company, | 
Grand Rapids, Michigan. 


“Perhaps you doubt our word 
when we say here is a line that 
will make worthwhile profits 
for you. But remember, our 
bread and butter depends on 
you dealers. We can’t risk 
your good-will by suggesting 
slow moving items. There- 
fore, you can be sure this dis- 
tinguished quality cabinet 
hardware is a fast, profitable 
seller and will be a real 
‘money-maker’ in your store 
if you feature it.” 











L "tipmonas oeags co. 4 
COLONIAL 6 


Look at those panels—neat, compact, don’t 
take much space—but “loaded” with sales ap- 
peal—smart modern designed kitchen cabinet 
hardware in sparkling non-tarnishable Crome. 
It’s just what the home building and remodel- 
ing public are shopping for—new up-to-the- 
minute ideas and their money’s worth. Here’s 
the line: Exclusive but Not Expensive. Put 
either panel right out-in-front on your counter. 
Most every kitchen a prospect, every sale a 
profit. 


Write for complete information and dealer’s 
prices. No obligation. 


“ 


Nationat Brass Co. 


Builders Hardware 
Cabinet Hardware 
Screen DoorHardware 
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& NATIONAL BRASS CO., mfrs. GRAND RAPIDS, MICH. 
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Just 


Among 


Ourselves 


By CHARLES J. HEALE 
Editor, Hardware Age 


“Who Makes It?”— 


Once again, HARDWARE AGE has 
been privileged to present to its 
readers the Annual “Who Makes 
It?” Merchandise Directory. Our 
last issue, dated August. 27, 1936, 
this extremely useful reference 
book of the industry is now 
in the hands of all readers. In 
addition to many features of con- 
stant value throughout the year 
and the accurate and very compre- 
hensive listings of manufacturers 
of all manner of hardware and al- 
lied goods sold through hardware 
channels are the equally interest- 
ing and informative “Condensed 
Catalogs” of outstanding manufac- 
turers in our field. These are 
found in the advertising section 
and serve to round out and com- 
plete the reference services per- 
formed by this annual edition. 
Supplementing this edition, the 
“Who Makes It?” editor continues 
to welcome special inquiries re- 
garding unusual products, the 
source of manufacture, which may 
not be generally known, etc. For 
many years, more than 6000 re- 
quests for such information have 
been received annually by this 
publication. The type of service 
rendered by the annual Merchan- 
dise Directory Issue and supple- 
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mented by the “Who Makes It?” 
editor is an industry service orig- 
inated by this publication more 
than eighty years and kept con- 
stantly up-to-date and alive to ever 
changing conditions faced by the 
hardware fraternity. 


Thank You— 


To the many readers who have 
already written us expressing their 
appreciation for the usefulness of 
this Annual Merchandise Direc- 
tory we say “many thanks.” We 
also appreciate the letters that our 
readers have written the manufac- 
turers whose Condensed Catalogs 
appear in this “Who Makes It?” 
issue. This is most constructive 
cooperation from our readers and 
sincerely appreciated by the staff 
of HarpwarE AGE and by the 
manufacturers who helped make 
this edition possible and practical. 
We invite further expressions 
from our readers and will wel- 
come suggestions for further im- 
provement which can be developed 
in subsequent issues. 


Patman Act— 


Rumors of proposed test cases 
which will help decide the legality 
of the Rohinson-Patman Act have 
been expected but at press time 








have not materialized. The use- 
fulness of this measure, from the 
standpoint of the independent re- 
tailer is eloquently shown in the 
hectic and almost frantic efforts of 
chain, mail order and department 
stores to circumnavigate the intent 
of this legislation. A & P grocery 
stores announce that advertising 
allowances are again “in order” 
in their relations with manufac- 
turers. This big chain will be 
remembered as one of the chief 
beneficiaries of huge advertising 
allowances from practically all of 
the major companies producing 
goods sold by A & P stores. This 
was brought out forcibly in the 
Patman investigation of chain 
store procedure and was an impor- 
tant contribution leading to the 
development of the legislative ef- 
fort which became the Robinson- 
Patman Act, despite the fight put 
up by its opponents. 


**Advertising 
Allowances” — 


Since the passage of the Patman 
Act there has been a scramble to 
justify advertising allowances, dis- 
play allowances, demonstrator 
fees, etc. The law specifically re- 
quires that advertising and related 
allowances be premised on actual 
use as specified. Taken literally, 
advertising allowances would actu- 
ally go to some media, dollar for 
dollar as used, or be illegal under 
this law. In other words a $10,000 
advertising allowance could be 
given only for the expenditure of 
that amount for actual advertis- 
ing. I still think an advertising 
allowance, display allowance or 
demonstrator’s fee to be nothing 
more or less than a subterfuge ef- 
fecting a private, extra discount to 
larger buyers. The net result is 
that such buyers have a more 
favorable price at which their 
goods are owned. It can be called 
anything else but it still remains 
a form of preferential price. Even 
if actually used for the alleged 
purposes mentioned it would still 
be an extra price consideration as 
it would relieve the favored dis- 
tributor of a proper cost of doing 
business. There is no more rea- 
son for a manufacturer paying 
part of a retailer’s advertising bill 
than there is for the same pro- 
ducer to pay part of the distribu- 
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Dear Mr- criffitas: 


qhe object of the Bernard 4 plier Displey Unit 
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ful ana versatile pliers. 
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t they 2re too high-priced. People who om 4 use 
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therefore sell larger quantities and we cen afford to give them & 
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are synd 
e with 
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The easiest way t 
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Pliers can be personalised a é 
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pliers off the shelves and on the counter is to offer geaiers an . 
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extra profit. 
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om we sell will also be ss 
s extra discount. i 


very truly yours, 
THE WM. SCHOLLHORN COMPANY 
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tor’s rent. It remains a price con- 


‘ cession and nobody is fooled 


except the unsuspecting smaller 
distributor who pays his own way 
and gets the long price in the face 
of favored competition. 


Seventy-Thirty— 


And every time I think about 
the unfair advantages enjoyed by 
mail order, chain and department 
stores I wonder why this is so. 
Our best available data indicate 
that more than 70 per cent of all 
kinds of goods are retailed 
through independent distribution 
channels. And for the “nth time” 
I repeat—if there is to be a spe- 
cial advantage it should be en- 
joyed by the group which collec- 
tively distributes the more than 70 
per cent and not by the collective 
minority selling less than half that 
volume or something less than 30 
per cent of the goods sold in this 
country. 


Consumers’ 
Cooperatives— 


In this issue is an article by 
Leslie Moeller on the spread and 
development of the Consumers’ 
Cooperatives in foreign countries. 
Subsequent articles by ‘this same 
author will consider the develop- 
ment of this movement in the 
United States. This series follows 
closely on the heels of the material 
presented in the August 13, 1936 
issue which included the text and 
an explanation of Wisconsin’s 
strange law on this subject. Wis- 
consin schools must hereafter con- 
sider “cooperative marketing” 
among the three R’s. And every- 
one knows that cooperative mar- 
keting is the forerunner of cooper- 
ative retailing. If you haven’t 
studied this law and story in that 
same issue by Mr. Haring, do so 
now for it will give you a better 
background and understanding of 
the article in this and subsequent 
issues. 


NEWSPAPER ATTITUDE:— 
There is some disposition, on 
the part of some newspapers and 
magazines, to glorify the consumer 
cooperative movement. Others be- 
little the development or take it as 
a casual or passing fancy. The 
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truth of the matter is that it is a 
development of increasing menace 
to the wholesale-retail form of dis- 
tribution as it exists in the hard- 
ware field. While it is true that 
foodstuffs and clothing are more 
prominently identified in the 
stocks handled by cooperatives, 
the fact remains that rural centers 
show the greatest development of 
the idea in this country. And the 
rural or farm trade is the very 
heart and backbone of the hard- 


ware trade’s market. 


National Income— 


The national income for 1936 is 
estimated at 60 millions of dollars. 
This figure was developed and an- 
nounced by the Department of 
Commerce based on records for 
the first seven months of the year. 
For purposes of comparison it is 
interesting to note that national 
income in 1929 was 81 billions 
of dollars from which high point 
it dwindled to 39 billions in 1932. 
The tide changed following that 
year bringing the total to 53 bil- 
lions in 1935. In the same report 
the Department points out that per 
capita earnings closely parallel 
the trend of the national income 
as follows: 1929 at $1,466; 1933 
at $1,097 and 1935 at $1,201. Net 
volume, as used by this govern- 
ment bureau is computed by a 
study of the net value of goods 
and services produced during the 
year. This represents the value 
of all commodities produced and 
services rendered, less the value of 
raw materials and capital equip- 
ment consumed in the process. 


Primary Candidates :-— 


More power to secretary J. C. 
Christopher of the Minnesota as- 
sociation for his splendid and 
thoroughly practical activity in 
connection with candidates for 
nominations in the Minnesota 
primaries. In a special bulletin 
to members, Chris has _ listed 
all candidates seeking elec- 
tion in the state legislature. 
Alongside of their names he has 
indicated their avowed attitude 
on three major legislative efforts 
pending in Minnesota. These are 
the sales tax, chain store tax and 
fair trade bills. He has also 


listed candidates who will not 
commit themselves on these three 
vital issues of importance to all 
independent retailers in the state. 


NEEDS SUPPORT: — If Min- 
nesota members support this 
activity in their own voting 
and show this data to other in- 
dependents in all lines the next 
legislative body in Minnesota will 
take the proper action on these 
three bills and on any other legis- 
lative developments effecting re- 
tailing. This same procedure fol- 
lowed in all states of this coun- 
try would soon force those seek- 
ing public office to show more 
respect for independent mer- 
chants. To be thoroughly useful 
and potent such activity requires 
the merited support of all other 
retail groups within a state. 


1937 NRHA Congress— 


Los Angeles, Cal., has been 
awarded the 1937 Congress of the 
National Retail Hardware Asso- 
ciation. A friend advises that 
headquarters will be the Los An- 
geles-Biltmore Hotel with the 
probable dates July 19 to 21, 
1937. The theme of the meeting, 
he says, will be “How?”—mean- 
ing how it is done, etc., which 
sounds very interesting and should 
attract an attentive and good sized 
crowd. The proximity of Cata- 
lina Island and other justly 
famous beauty spots makes Los 
Angeles an inviting convention 
spot for next year. En route such 
world famous scenic spots as the 
Canadian Rockies, Grand Canyon, 
Boulder Dam, and the many na- 
tional parks may be included. And 
I almost forgot Hollywood. There 
are many fine and highly success- 
ful retail hardware stores in Cali- 
fornia. Several of these have been 
the inspiration for informative 
merchandising stories in recent 
issues of HARDWARE AGE and sev- 
eral more are scheduled to appear 
at an early date. To those who 
plan to attend the 1937 Los An- 
geles hardware convention these 
stories are an advance look at 
some of the hardware successes in 
California. To others these sto- 
ries may provide an incentive to 
plan attendance and on the same 
trip include a visit to these retail 
firms. 











A Brief World Picture of the 


Consumers Cooperatives Movement 


By 
LESLIE G. MOELLER 


Editor’s Note: As brought out in our 
Aug. 13, 1936, issue (see pages 23, 24 and 
25), there is a definite and menacing po- 
litical angle entwined with the growth of 
the Consumers’ Cooperatives movement in 
this country. Public funds, collected 
through taxation in which hardware whole- 
salers and retailers pay a full share, are 
being used to study and perhaps to foster 
the development. As the Cooperatives grow, 
there is an increasing threat to the future 
security of the wholesale and retail hard- 
ward business. With this thought in mind, 
HARDWARE AGE presents this, the sec- 
ond, article of a series on the Consumers 
Cooperatives. Mr. Moeller is a competent 
student of the subject and will contribute 
subsequent articles for the information and 
guidance of our readers in studying this 
vital problem which may seriously affect 
their future welfare. 


\ \ 71TH more than 150,000,- 

000 families as members 

in forty countries, the con- 

sumer cooperatives of the world 

had in 1935 a sales volume of 

more than $500,000,000. This is 

an increase of 35 per cent over 

1934. In the United States there 

are 2,000,000 members of cooper- 
atives. 

What is the driving force be- 
hind this movement, which does a 
tenth of the wholesale business in 
Great Britain and a sixth of the 
retail, which does a tenth of the 
wholesale trade in Sweden and 35 
per cent of the retail—and which 
has similar aims in the United 
States? 
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Showing the growth of the movement during the 
past century since the Rochdale Weavers in England 
started the activity. Total world membership more 
than 150 million families with total sales more than 


half a billion dollars. 


United States cooperatives 


claim two milllion membership. 





LESLIE G. MOELLER 


The story begins in Rochdale, 
Lancashire, England, nearly a 
century ago, when twenty-eight 
weavers, disturbed over their ex- 
treme poverty, saved their pennies 
for a year to raise the $140 which 
was the capital of the first modern- 
type consumers cooperative. From 
that beginning grew the world- 
wide movement of today, and that 






famous Equitable Pioneers So- 
ciety has itself grown until in 
1935, its 91st year, it had 42,712 
members, sales of more than $3,- 
000,000, and a capital stock of 
nearly $2,500,000. 

These basic principles set up by 
the Rochdale group are still stand- 
ard for all true consumers cooper- 
atives: 

1. Each member shall have one 
vote and no more, regardless of 
number of shares held. 

2. Invested capital, if paid inter- 
est, is paid a fixed rate, not more 
than the legal rate. 

3. Cooperatives sell at current re- 
tail market price, and surplus-saving 
(profit) goes to members in propor- 
tion to patronage. 

4. Membership is unlimited, with 
no restrictions on number and with 
men and women equal. 

5. Sales are for cash only. 


(In most cases, cooperatives set 
aside a considerable part and 
sometimes all of the “surplus- 
saving” or “profit” for a reserve 
for expansion, for propaganda, or 
for other purposes. In addition, 
in some cases, notably in Sweden, 
cooperatives have sold sharply be- 
low the current retail price level 
because they felt prices on some 
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products were excessive. The “cash 
only” rule is also broken, espec- 
ially in America, by a number of 
cooperatives. An important point 
is that a “share” usually costs 
only $5 or $10 and often the new 
member pays in no cash but al- 
lows dividends on purchases to ac- 
cumulate until the share is paid 
for.) 

Equally important is the belief 
of a great many cooperators, 
stressed in educational courses, 
magazines, and books, that con- 
sumers’ cooperation carried to a 
logical end will produce a “co- 
operative democracy,” a new so- 
cial system greatly to be preferred 
to the present American system 
(referred to as “end capitalism” 
or “controlled capitalism”), or 
the two other alternatives, com- 
munism or fascism. 

Its followers see in it the way to 
a more even distribution of in- 
come. Dr. J. P. Warbasse, noted 
surgeon who since 1916 has been 
president of, and has devoted most 
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of his time to, the Cooperative 
League of the United States, which 
in 1934 had 1498 member societies 
and over 500,000 individual mem- 
bers, phrases it this way:“Instead 
of production and distribution for 
the purpose of selling something 
above cost to get the money dif- 
ference, cooperation develops in- 
dustry for the direct purpose of 
supply human needs.” He goes 
further and says that cooperation 
“may be used to supply any need 
or service for the consumer which 
is supplied by profit business or 
which is contemplated by the so- 
cialized state.” 

This goal is indeed that which 
is set up by The Cooperative 
News, Manchester, England, co- 
operative publication, which says 
that “we should be able to boast 
by 1944 that the cooperative move- 
ment is indeed a universal pro- 
vider.” 

Already the English co-ops are 
on their way toward this mark, 
for in the year ended Jan. 11, 


1936, the nation’s largest whole- 
saler, the Cooperative Wholesale 
Society, reported business total- 
ling $491,419,875, a gain of 9 per 
cent over the previous year. The 
hardware division gained 11 per 
cent. 

Production of its 140 factories 
increased 10.5 per cent to $162,- 
249,660. The tinplate work showed 
a gain of 40 per cent, glassworks 
38 per cent, and pottery works, 32 
per cent. During the year $9,- 
895,000 was paid as dividends on 
purchases. 

Not satisfied with the total mem- 
bership of 7,202,721 individuals 
in the 1135 retail cooperative 
stores in Great Britain and Ire- 
land in 1934, and the total sales 
of $1,035,074,045 in that year, 
the cooperatives have begun work 
on a “Ten-Year Plan” of expan- 
sion, largely through increasing 
membership. In January, 1936, 
the largest London retail co-op 
added 49,120 new members. 

Even now the cooperatives are 
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the largest manufacturers in 
Great Britain. Their Manchester 
flour mills are the largest in 
Europe; other factories make 
clothing, margarine, butter, quilts, 
leather, furniture, soap, chemicals, 
autos, watches, and dozens of 
other products. The co-ops own 
their own coal mines. Their bank- 
ing department conducted more 
than 68,000 accounts with an an- 
nual turnover in 1935 of $3,340,- 
000,000. British cooperatives own 
36,000 acres of tea plantations in 
Ceylon and India, growing, blend- 
ing and selling 129,000,000 
pounds of the 506,000,000 pounds 
shipped from India to Britain in 
1935. 


As to Private Business 


What has the movement meant 
to private business? 

Even though prophets have for 
thirty years said that the one-man 
business was due for extinction, 
says the Manchester Cooperative 
News, “it is obvious from the 
streets of any town that rapidly 
as the cooperative store and the 
company shop (chain store) have 
multiplied, there is no visible 
shrinkage in the number of indi- 
vidually owned shops. Their pro- 
portion of the total retail distribu- 
tive trade may be shrinking, but 
the number of shops does not 
shrink. The tendency appears to 
be the very reverse.” 

In other parts of the world the 

‘ovement has been less spectacu- 
lar but increasingly important. In 
Finland its 20-year growth is cred- 
ited with lessening the difference 
between the standard of living of 
the well-to-do and the poorer 
classes. In Switzerland a recent 
survey is said to have shown retail 
prices to average 6 per cent higher 
in towns without cooperatives than 
in those with cooperatives. The 
Republic of Colombia, South 
America, this year passed a law 
under which consumers coopera- 
tive societies are considered by 
national, county and city author- 
ities as the regulators of prices in 
districts in which they distribute 
goods. Poland has 5000 soceties 
with 1,500,000 members. 

Under the leadership of the 
famous Dr. Toyohiko Kagawa, 
who turned to consumers coopera- 
tion after losing faith in the possi- 
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bilities of an organized labor 
movement as solution of social 
problems, co-ops in Japan have 
gained 5,000,000 members through 
the doctor’s incessant preaching of 
consumer cooperation as “econom- 
ic Christianity.” In Palestine the 
number of Arabian cooperative 
credit unions increased from 14 
to 60, with 1000 per cent gain in 
members in two years. In Den- 
mark, 90 per cent of the nation’s 
$100,000,000 annual butter pro- 
duction is handled by cooperative 





Our Timely Articles On 
Consumers’ Cooperatives 


“In your last issue there 
was an article about The Co- 
operative Movement. This ar- 
ticle is very timely and I have 
been wanting to write to you 
about this for quite a while. 
We retailers cannot do any- 
thing, because if it were found 
out we would be boycotted, 
blackmailed and _ everything 
else. I feel it’s up to you, the 
wholesaler and manufacturer 
to do something and do it at 
once. They are making heavy 
inroads on the retailer and I 
feel it will ruin this country 
if not stopped. You should do 
some lobbying just like they 
do, as this is the only reason 
they get so far by using pres- 
sure in the legislatures, etc. 

“TI hope you will keep on the 
good work you have started.” 


E. H. K., Ohio 





dairies. In Holland a medical co- 
operative, started in 1882, has 18.- 
000 members with 22 physicians, 
9 specialists, 5 dentists, 16 drug- 
gists, and 40 nurses as a part of 
its staff. 

It is in Sweden, however, that 
cooperatives have recently drawn 
most attention. In this nation of 
6,000,000 persons, 550,000 house- 
holds or about one-third of the 
population belong to consumer co- 
operatives. Described by Isaac F. 
Marcosson in the Saturday Eve- 
ning Post as “one of the most 
highly organized business enter- 
prises in the world,” the 4000 
shops of 750 societies did a busi- 
ness of $160,000,000 in 1934 and 


most of them gave members at 
least a 2 per cent rebate on pur- 
chases. 

Not so strongly imbued with 
the idea that the consumer cooper- 
ative is the route to a new social 
system, the Swedes are more con- 
cerned with getting lower prices 
and higher quality. Accordingly 
they have not hesitated to break 
the Rochdale rule of “current mar- 
ket price” and to fight what they 
consider a monopoly by price- 
cutting when necessary. 

Building their own margarine 
factory was the first step in break- 
ing that monopoly in 1913 after a 
two-year fight—and the co-ops 
have gone on to end monopolies 
in sugar, soap, chocolate, rubber 
and flour, as well as other prod- 
ucts. (Swedish law does not for- 
bid monopoly, as U. S. law does, 
and the cooperatives have done 
their own fighting instead of de- 
pending on legislation.) 


Galoshes 


In this far-north nation, ga- 
loshes are important essentials, so 
the fact that a galosh trust of four 
firms made profits of 60 to 77 per 
cent annually and in 14 years paid 
12.5 millions in dividends on a 
million dollars capital was too im- 
portant to pass by. So in 1926 
the Swedish Cooperative Union 
announced it would build its only 
galosh plant, only to be met by a 
price reduction of 50 cents on 
men’s galoshes and similar de- 
creases on other models. This was 
not thought a sufficient reduction 
and the trust refused to cut fur- 
ther, so the plant was built and 
prices came down another 70 cents 
a pair. 

The most spectacular fight, how- 
ever, was that with the light bulb 
industry, which after the war con- 
trolled world prices so that a 25- 
watt bulb sold for 18 cents in 
Hungary, 52 in England, and at 
in-between prices in other nations. 
Feeling the Swedish price of 37 
cents was too high, the Coopera- 
tive Union announced plans to 
build its own factory. Not deterred 
by offers and threats nor by the 
cutting of the price to 27 cents 
during the construction period, the 
Union completed its famous Luma 
plant and lowered the price to 22 

(Continued on page 102) 
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Rompage_ took 


A Leaf { 


AKING a leaf out of the 
chain store book relative to 
operation methods, Paul 
Rompage is developing a fine, 
lively, profitable hardware busi- 
ness by means of “specials.” 

Week end specials and a sale of 
regular and special merchandise, 
the latter held a few times a year, 
go a long way in making this 
Hollywood hardware store an 
interesting shopping place to hun- 
dreds and hundreds of men, 
women and children, who live and 
work nearby. 

Do not mistake the kind of 
store operated by this vice-presi- 
dent of the Southern California 
Retail Hardware Association. Paul 
Rompage is in the legitimate hard- 
ware business, first, last and al- 
ways. He believes if the ladies 
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Out of the chains’ book of methods, 
Paul Rompage, of Hollywood, bor- 
rowed a page. 


rom the Chains 


buy items better when they are 
priced at odd prices, then he 
should follow the lines of least 
resistance by giving them exactly 
what they like best. 

Most of the specialties offered 
come from outside the regular 
lines carried in the store. China 
butter dishes which ordinarily sell 
for 64 cents made an attractive 
special one week end when offered 
at 29 cents, Pyrex custard cups 
at six for 21 cents being another. 
Limited supplies of these week end 
specials tend to make early shop- 
pers get the best of the bargains. 
Something new is offered each 
week, so the people do not know 
just what the special price attrac- 
tion will be, consequently there is 
no chance of killing business 
throughout the week by customers 


outguessing the store in waiting 
for the. low price merchandise. 

“If we do not shout about our 
store and the advantages of trading 
here, people will just forget us, 
or class us as a dead number 
which is worse,” said Mr. Rom- 
page. 

“This is the chain store method 
of bringing them in,” he went on 
to say; “the odd figures have the 
effect of cheap prices. Take the 
case of the candy thermometers. 
I took them on in fear and trem- 
bling, and how they have gone out. 
| never knew so many women 
around here would ever buy such 
a quantity of thermometers. We 
bought a third of a dozen of a 
special utility broiler which regu- 
larly retails at a quarter. If we 

(Continued on page 104) 











The Manufacturer Must Ask Himself 


The manufacturer must ask himself certain ques- 


tions and then answer them honestly, and be willing 
to practise what he believes. 


Economic 


Such questions as: 
Mutual obligations 
between manufac- 
turers and distrib- 
utors which bring 
it about. 


(1) Do I believe in selective distribution? 
(2) Shall I adopt a policy of suggested resale prices? 


(3) If the answer is “yes” then shall I maintain a 
suggested resale price in territories where I do 
not have a distributor? 


(4) Shall I maintain a differential between a stock- 
ing distributor and one whe does not stock my 
particular line? 


(5) What territorial protection will I give my indus- 
trial distributor, if any? 


(6) How shall I handle overlapping territories, and 
many others? 


Now taking question No. 1—selective distribution. 
The manufacturer may not be able to “select” the 
distributor he prefers—but he certainly can refuse 
to sell a distributor he does not want to sell. And, 
furthermore, the stronger the position he takes on 
this point, the easier it will be for him to “select’’ the 
distributor he does prefer. “Selective Distribution” 
must not be subterfuge. Only when it is genuine can 





it achieve beneficial and lasting results. 

















By HAROLD F. SEYMOUR* 


Vice-president, Columbian Vise & Mfg. Co., Cleveland, Ohio 


Y remarks refer to the 
manufacturer of indus- 
trial supplies who be- 


lieves in distributing all or part 
of his products through industrial 
distributors, and who wants to get 
the most out of it over the long 
pull. While it isn’t easy to de- 
scribe an “industrial distributor” 
of the type to which I refer—it 
may well be one as defined in the 
Industrial Distributors’ Code dur- 
ing NRA days. And this reminds 
me of an instructor conducting a 
science course at a local high 
school. One of the requirements 


*An address before the annual Triple 
Mill Supply Convention at Atlantic 
City, N. J., May 13, 1936. Mr. Sey- 
mour is a past president of the Ameri- 
can Supply & Machinery Mfrs. Assn., 
to which body he refers in this inter- 
esting paper. 


in the written quiz was “Define a 
bolt and nut and, explain the dif- 
ference, if any.” The girl wrote: 
“A bolt is a thing like a stick of 
hard metal such as iron with a 
square bunch on one end and a 
lot of scratching wound around 
the other end. A nut is similar to 
the bolt only just the opposite, 
being a hole in a little chunk of 
iron sawed off short, with wrinkles 
around the inside of the hole.” 

The startled professor marked 
that one with a large “A.”. 

The manufacturer must ask 
himself certain questions, and 
then answer them honestly, and be 
willing to practise what he be- 
lieves. Such questions as: 

(1) Do I believe in selective dis- 
tribution? 
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(2) Shall I adopt a policy of sug- 
gested resale prices? 

(3) If the answer is “yes” then 
shall I maintain a suggested resale 
price in territories where I do not 
have a distributor? 

(4) Shall I maintain a differen- 
tial between a stocking distributor 
and one who does not stock my par- 
ticular line? 

(5) What territorial protection 
will I give my industrial distributor, 
if any? 

(6) How shail I handle overlap- 
ping territories, and many others? 

Now taking question No. 1—selec- 
tive distribution. The manufacturer 
may not be able to “select” the dis- 
tributor he prefers—but he certainly 
can refuse to sell a distributor he 
does not want to sell. And further- 
more the stronger the position he 
takes on this point, the easier it will 
be for him to “select” the distributor 
he does prefer. “Selective Distribu- 
tion” must not be subterfuge. Only 
when it is genuine can it achieve 
beneficial and lasting results. 
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No. 2—suggested resale price. 
In answering this question he 
might well ask himself another— 
“Why should a distributor handle 
my line?” There may be many 
reasons for this, but certainly the 
most important reason is “profit.” 
That is why we are all in business. 

The first step is to adopt for 
himself a suggested resale price 
with an adequate margin for the 
distributor, so that the distributor 
may perform those functions 
which, I believe the manufacturer 
has a right to expect of him. But 
adopting “a suggested resale 
price” is only the first step. He 
must defend it and here is where 
his sincerity of purpose comes in. 
I challenge the statement of any 
manufacturer who says “I believe 
in suggested resale prices” if he 
does not enforce his own within 
the limits of the law. I am not 
asking you to take my word for 
what the law allows, but get that 
of your attorney. My understand- 
ing is that he cannot, and should 
not ask a distributor to agree to 
respect his suggested resale price. 
But he can tell him what he will 
do if he does not respect it. Fur- 
thermore he can refuse to sell him 
or refuse to fill his orders if he 
cuts his suggested resale price, 
whether he has told him or not. 
When a manufacturer says “I have 
adopted a suggested resale price 
but the distributors cut it so I’m 
about to give it up,” he has no one 
to blame but himself. Picture a 
city with two distributors in it A 
and B, or two cities near enough 
so that there is an overlapping 
territory. Distributor “A” respects 
the manufacturer’s suggested re- 
sale—but distributor “B” cuts it. 
What happens the next time? They 
both cut it and keep on cutting it 
until the line shows a loss, then 
is either thrown out or certainly 
no effort is made or can be ex- 
pected to be made by distributors 
to sell it. 

One more point which covers 
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question No. 3—The manufacturer 
must respect his own suggested re- 
sale price in the territory where 
he has no distributor. Otherwise 
how does he expect to get distribu- 
tion? In this connection I refer 
to one or two letters from manu- 
facturers in the American Asso- 
ciation. One manufacturer says: 
“There is no urging necessary here 
on this subject. But is necessary to 
show the advantages in urging the 
distributor to respect suggested re- 
sale and that the burden of this is 


he is weak—his distribution will 
be weak with consequent break- 
down of his suggested resale. The 
reverse is true and: should be 
stressed.” Another manufacturer 
says: “We are not interested in dis- 
tributors who do not maintain our 
resale.” 

No. 4— Differential between 
stocking and non-stocking distribu- 
tors. There can be little question 
about this. Why should a manu- 
facturer put a non-stocking dis- 
tributor (by that I mean one who 


on the manufacturer himself. If 


(Continued on page 106) 
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The Manufacturer Has a Right to 
Expect 


What has the manufacturer a right to expect from 
his distributor? The distributor has the definite 
responsibility of adopting a policy of support to the 
manufacturer in the distribution of his products: 


by giving aggressive sales representation; 


by carrying an adequate stock of the manufac- 
turer’s products; 


3. by giving proper service to ‘consumers; 


by cultivating his natural trading area inten- 
sively; and “refraining from doing things out- 
side of his natural trading area which he would 
not do at home.” . 


by otherwise practising loyalty to a manufac- 
turer whose policy comprehends sales through 
the distributor. 

“Loyalty by a distributor doesn’t mean keeping 
the manufacturer’s line while losing interest or 
lessening effort. It means sticking to the line 
and working it and securing his proper share 
of the going business. 


by making proper provisions for manufactur- 
er’s missionary men and using them for educa- 
tional purposes and not merely as order get- 
ters.” 




















Is the Hardware Business 
Sulficiently Exciting 


URING my recent vacation 

spare moments I read 

quite a lot. I always carry 
a Reader’s Digest in my coat 
pocket, and one of the most inter- 
esting articles I have read in some 
time was under the heading 
“Streamline Your Imagination,” 
an excerpt from “Streamline Your 
Mind” written by James L. Mur- 
sell, associate professor of Educa- 
tion, Teachers College, Columbia 
University, in the August issue. 
This article starts—‘“Imaginative 
power is the characteristic secret 
of the supremely successful 
career.” Every business man and 
everybody else who wishes to get 
the most out of their lives, should 
read this article. 

“Ideas do not come to us out 
of the blue and at haphazard. If 
we do nothing but sit and wait for 
them we shall never do anything 
but sit and wait. Cultivate the 
notebook habit. Whenever any 
suggestion comes to you, whether 
from reading or conversation or 
meditation or dreaming, jot it 
down. Don’t quit your job when 
you quit your desk. Carry, not 
the routine, but the wider issues 
of your job along with you. Trea- 
sure and utilize opportunities to 
be alone. They are chances to 
transform yourself from a routine 
specialist into a creative specialist. 
The proper use of periods of free 
time is one of the great secrets of 
imaginative success.” 

Yes, I read quite a lot, in be- 
tween times on my vacation. I 
lost a lot of sleep reading. But 
it is fine to be in a good hotel with 
a comfortable bed and a good 
light and a worthwhile book to 
read. To me this is exciting. You 
get an idea. You lay down the 
book, shut your eyes, and follow 
this idea through many ramifica- 
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By SAUNDERS NORVELL 


tions of your own. One of the 
causes, in my humble opinion, of 
the present world upset is because 
people, especially those of the 
lower classes, had little or nothing 
to excite them. They were bored 
with their lives. Now in Spain 
for instance, look at the photo- 
graphs of ail the shooting and kill- 
ing. Note how many young peo- 
ple there are carrying rifles, not 
only boys but girls too. Notice 
the intense excited expressions of 
their faces. They are actually hav- 
ing the time of their lives. Of 
course everything in Spain could 
be settled by ballots instead of 
bullets, but sticking your ballot 
in a box is not nearly so exciting 
as shooting somebody or having 
somebody shoot at you. 

I remember when I traveled in 
Kansas, and that was in the days 
before the automobile, movies or 
radio, it was a common thing on 
the trains to see farmers’ wives be- 
ing taken to Topeka to the insane 
asylum. Statistics showed that 
more farmers wives went insane 
than any other class of our popu- 
lation. They went insane because 
of the monotony of their lives. 
There was nothing to excite them. 
Now with the coming of the auto- 
mobile, the movie, the radio, the 
telephone, insanity among farmers’ 
wives has greatly decreased. 

Is the hardware business as ex- 
citing for instance, as the drug 
business, the food business or the 
clothing business? I doubt it. | 
am inclined to think, since I enjoy 
the privilege of speaking my own 
mind, that the hardware trade to- 
day is suffering from an intense 
case of boredom. What I mean is 
that if you, as a hardware reader 
of this article, are bored with your 
hardware existence, it is about 
time you got busy and started 


something exciting. If there is 
nothing going on in your store that 
is exciting, you are missing your 
greatest opportunity in merchan- 
dising. I remember once when a 
hardware salesman left for his ter- 
ritory the head of the house said: 

“When you call on a merchant, 
for goodness sake do not leave his 
store without impressing him with 
the name of your house and your 
own name, or something interest- 
ing about your goods. If you can’t 
do anything else, smash one of his 
showcases, get him mad, and then 
pay for the showcase. But make 
an impression of some kind. Don’t 
pass out into oblivion when you 
leave his store.” 

What the hardware trade needs, 
in my judgment, is more criticism. 
Actually the hardware business is 
getting to be almost as thoroughly 
regimented as Russia, Germany 
and Italy. It was a pleasant break 
in the lives of the Russian peasants 
when they read of the shooting of 
the sixteen Trotsky conspirators. 
This trial was bizarre, but it- was 
exciting. Communism will in- 
crease just as long as it excites 
the imagination of large numbers 
of the people more than any other 
form of government. When Com- 
munism loses its excitement, when 
they take the fight out of it, when 
the Communist seeks his easy 
chair, when he is bored, then that 
will be the end of Communism. 

Nothing tends more to keeping 
up a pleasant excitement in the 
average citizen’s mind than a free 
press. Daily I read several papers. 
One of them, my mainstay, is the 
Times. I read the Times for world 
news, and to get the actual facts 
in every situation. The Times is 
probably the most accurate paper 
in the United States. But after 


(Continued on page 94) 
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Long Terms 
Lead to Retail Failures 


Advance datings on full-line staple goods encourage 
unwieldy overstocks, induce failures and are pre- 


mised on a gamble that few retailers are in position 


to take. 


By J. E. WOODMANSEE 


Treasurer and Sales Manager, Richards & Conover Hardware Co., 
Kansas City, Mo. 


turer “Are long terms advan- 
tageous to manufacturers?” 
the response undoubtedly would be 
yes. Let us first view this from the 
standpoint of the manufacturer. 


[ you were to ask a manufac- 
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The manufacturer sells principally 
to the large distributors both 
wholesale and retail. To have an 
even flow of business through the 
factory the manufacturer desires to 
give terms to those to whom he 


J. E. WOODMANSEE 


sells that the same terms may be 
passed along. The needs of the 
distributor can be anticipated and 
orders placed with the manufac- 
turer so that he will know his re- 
quirements for some months 
ahead. The larger portion of the 
business of many manufacturing 
plants is built around the antici- 
pated needs of the distributor. 1 
am bringing the manufacturer into 
the discussion because it has a 
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bearing on the actions of the 
wholesalers. 

Recently, a manufacturer dis- 
cussed this question with me, ad- 
vising that he was coming to us at 
the present time with a well known 
line, extending us May 1 terms, 
expecting us to give these same 
terms to our salesmen for the pur- 
pose of obtaining orders for de- 
livery January 1. It is obvious, 
therefore, that extended terms be- 
gin with the manufacturers. 

So far as the jobbers through- 
out the country are concerned, 
their sales force in many instances 
find terms the selling factor rather 
than price. It is a practice of a 
few of our large and well-known 
wholesale hardware houses to ex- 
tend terms that are far beyond rea- 
son and I believe harmful to the 
best interests of the retail dealer. 
For illustration, they sell general 
fill-in orders to be delivered in 
early spring with a fall dating. 
They repeat in the fall by selling 
general fill-in orders carrying 
spring datings. These are not spe- 
cial orders, but cover practically 
the entire hardware line as sold by 
all hardware jobbers. 

In our business we are forced in 
some instances to meet these terms. 
Many times throughout the year, 
both in writing and orally, we dis- 
cuss this problem with the dealers 
to whom these terms are offered, 
advising them not to accept these 
terms, believing that we are work- 
ing to the best interests of the re- 
tail dealer in putting forth the fel- 
lowing argument. 


Agriculture Basic 
Condition 


While within the boundaries of 
our trade territory there are many 
manufacturers, perhaps the most 
productive oil fields in the world, 
mining industries, and many other 
lines too numerous to mention, 
after all the basic condition is 
agricultural. The larger percent- 
age of our dealers depend upon 
rural trade. No hardware dealer 
can anticipate crop conditions, nor 
can he anticipate market condi- 
tions. We believe that a retail 
dealer purchasing abnormal quan- 
tities of merchandise on extended 
terms is reducing his turnover 
and creating additional overhead 
expense. In the event of poor 
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crops and poor market conditions 
for agricultural crops the dealer is 
burdened with an overstock of 
merchandise which in some in- 
stances becomes obsolete or shop- 
worn, with reduced value and less 
opportunity to earn a profit. For 
this reason failures are increased 
in number and the merchandise 
sells for much less in liquidation. 

Since the war years there has 
been an over-production in practi- 
cally all lines. This has created 
in my opinion an unsatisfactory 
credit condition through forced 
selling. The retail dealer who pur- 
chases to any extent on extended 
terms becomes anxious to sell and 
extends through his locality too 
much credit, creating book ac- 
counts which are extremely dif_i- 
cult to collect. 


Credit Too Easy 


Recently I had an opportunity 
to attend a meeting held in a city 
not far from our headquarters. 
The purpose of the meeting was 
to analyse the financial condition 
of a hardware dealer who oper- 
ated successfully for a number of 
years. Within the last few years 
he has failed to discount his pur- 
chases. He has a surplus of mer- 
chandise, and has made credit too 
easy for his customers. Examin- 
ing his purchases I find, for some 
time past, terms beyond regular 
have been extended to this dealer 
through both jobbers and manu- 
facturers as his store has bought 
considerable merchandise direct 
from the manufacturer. I am sure 
in this case, as in many others, had 
the sales gone principally through 
the jobber with the regular terms 
of two per cent ten days, sixty 
days net, prevailing, this dealer’s 
stock would not at this time be 
abnormal, nor would he be bur- 
dened with the book accounts and 
notes that are proving very diffi- 
cult to collect. 

In my opinion an even flow of 
business can be obtained by both 
manufacturer and jobber by ad- 
hering strictly to regular sales 
terms. I believe there is no manu- 
facturer or jobber in the United 
States that can go beyond regular 
terms and draw business that is 
not also obtainable by others in 
the same trade line. I mean simply 
this. No matter what terms or 


prices are quoted by one wholesale 
house, the same conditions will be 
met and in many instances sur- 
passed by competitors. It is my 
observation that no matter what we 
do the information is soon carried 
to our competitors and they meet 
the conditions or beat them. 

My impression of the jobbing 
business, thinking back over the 
years it has been my pleasure to 
be connected with a jobbing house, 
indicates a decided improvement 
and a better support for the retail 
dealer. I believe I am correct in 
stating that in the early years of 
my carreer it was the sales policy 
of practically all distributors of 
merchandise to overstock the deal- 
er, terms and prices both being 
factors. Each jobber felt he must 
do this to have the dealer’s stock 
in such condition that competitors 
would not have an opportunity to 
make sales to these same cus- 
tomers. All jobbers working with 
the same idea divided the business, 
making a bad condition with no 
jobber increasing his sales thereby. 
Instead of a constructive effort to 
assist the dealer enlarge his profit 
the method has proved disastrous. 
I believe that any one making a 
study of bankruptcies assignments, 
and liquidations over a period of 
years will be convinced that im- 
proper distribution has contrib- 
uted to too great an extent to the 
annual number of failures. 


Assisting The Dealer 


For a number of years the job- 
bing industry because of many 
other selling factors entering the 
field, namely mail order houses, 
chain stores, and cut rate stores, 
have felt the necessity of assisting 
the retail dealer to be a better 
merchant. This means not only a 
new arrangement of the dealer’s 
stock, a better display of marchan- 
dise, up-to-date accounting, but a 
selection of quality merchandise 
offered to the public at a fair price, 
with a balanced stock to meet local 
and current needs, and a reduc- 
tion of obsolescence. 

Certainly long terms are not in 
keeping with the constructive work 
jobbers are attempting to do. For 
several years the wholesalers of 
the Middle West have been carry- 
ing on an educational campaign 

(Continued on page 104) 
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HARDWARE AGE 
FIFTY-YEAR CLUB 


HENRY A. CORNELL 
entered the retail hard- 
ware business in August, 
1885, in the store of his father, 
S. W. Cornell, in Brooklyn, 
N. Y. Starting as an office 
boy he later became senior 
member of the firm in partner- 
ship with his two brothers, 
Stephen and Vincent. Dispos- 
ing of his interest in the store 
in 1926 he became a sales ex- 
ecutive for Patterson-Sargent 
Co., Long Island City, N. Y., 
calling on the principal retail 
paint outlets in the Metropoli- 
tan area. In 1930 he went 
with the Ludlow & Squire Co., retail hardware, Newark, 
N. J., as general manager, where for three years he 
showed exceptional executive ability in supervising 
a business that had suffered many difficulties. He 
has twice been president of the Brooklyn Hard- 
ware Association; is a past president of the Met- 
ropolitan Hardware Association, and is trustee of the 
City Savings Bank, Brooklyn. For twenty-five years or 
more he has been chairman of the entertainment commit- 
tee of the Annual Metropolitan Hardware Banquet ,an 
outstanding retail hardware trade event which is more 
widely attended each year. Although he has never sought 
public office, Mr. Cornell is actively interested in civic 
and political affairs and is well known in these circles. He 
was the life long intimate friend and business confidant 
of the late R. J. Atkinson. For years Messrs. Cornell and 
Atkinson worked side-by-side helping to improve eastern 
hardware conditions. Twelve years ago at the Louisville 
N. R. H. A. Congress, “Al” presented his friend “R. J.” 
as a candidate for election to the N. R. H. A. National 
Board, from which point Mr. Atkinson went on to the 
vice-presidency, presidency, etc. At Brooklyn Hardware 
meetings these two men could always be counted upon 
to keep a discussion alive and informative and so the re- 


HENRY “AL” CORNELL 
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cent passing of “R. J.” was a distressing blow to his close 
friend—‘“‘Al” Cornell. “Al’s” chief hobby, though he 
says otherwise, is the hardware business. His only son, 
James H., is a salesman for Stanley Works, and was pre- 
viously identified with his father in the firm of S. W. Cor- 
nell, which business is now operated by the widow of 
“Al’s” brother, the late Stephen Cornell. “Al” has three 
married daughters, one the wife of the Hon. John H. 
McCooey, Supreme Court Justice (Néw York State), an- 
other the wife of Fred J. Driscoll, of Geo. F. Driscoll Co., 
well known builders, and the youngest the wife of James 
S. Mattimore, broker. He has several grandchildren and 
is happiest when his family gathers around him or when 
he is with a group of hardware friends. Always a great 
friend of the young man, he has boosted and aided many 
youths to get started in various branches of the hardware 
business. 


AUGUST JOHNSON, 
with Marshall-Wells Co., Du- 
lath, Minn., wholesale hard- 
ware distributors and its sev- 
eral predecessors, for fifty 
years is still active in the com- 
pany’s plant at the age of 74. 
He was a young man of 24 
when he entered the com- 
pany’s employ and his part of 
that house’s activity at that 
time was getting out orders 
for ox yokes, bows and shoes. 
Later the company’s customers 
sought lines for horses and 
today he counts stock for 
automobile accessories. Right 
in Duluth he has taken an 
interesting part in supplying the needs of hardware deal- 
ers whose business has seen the transition from the days 
of the oxen right down to modern times with their de- 
mand for automotive accessories. With ever changing 
models of automobiles he is constantly learning about new 
things for automobiles. Mr. Johnson will celebrate his 
seventy-fifth birthday on December 4 of this year. His 
chief hobby is the cultivation of his own garden. 


AUGUST JOHNSON 








With 
Imperial Valley 





Hardware Stores 


China and 


Chinaware, glassware, plated silver- 
ware and table coverings are effec- 
tively shown in these displays at the El 
Centro retail store of the Imperial 
Valley Hardware Co. The other 
homefurnishings in the display are 
from the regular stock of the store 
making a bid for additional sales in 
the way of related items. 






TTRACTIVE displays of 
colorful chinaware in its 


retail stores in eight Cali- 
fornia and Arizona towns help the 
Imperial Valley Hardware Co., 
Inc., wholesale and retail firm, de- 
velop three turnovers a year on a 
wide variety of domestic and im- 
ported chinaware. 

With the long summers in the 
Imperial and Yuma valleys color- 
ful chinaware has a particular ap- 
peal, says Mrs. L. R. Scott, buyer, 
chinaware department, who told 
us, that the company’s customers 
are “interested in finding some- 
thing that appeals to them in a 
pattern, and many colorful pat- 
terns sell well down here. However 
... price is the primary factor, we 
believe, in volume selling. The 
climate, no doubt influences to a 
large extent, the interest in certain 
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colorful patterns. Our summers 
are long and hot and the food 
must look attractive to be enjoyed. 

“We have always found that a 
colorful table in a window setting 
creates interest particularly when 















set with gay linens, and perhaps, 
a solid color yellow china with a 
cool green glassware. We try to 
carry an array of patterns that will 
appeal to as many different tastes 
as possible, in the medium price 
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range in both china and glass—pat- 
terns that are different and present 
distinct contrasts. An effort is 
made to have our window sched- 
ules in all stores conform, this 
rule being adhered to unless some 
local condition arises that causes 
departure from the schedule. 

“Our average window display 
schedule,” says Mrs. Scott, “gives 
us chinaware displays twice a 
month. We usually have a window 
each spring devoted entirely to 
displays of china and glass.” 

Table settings of chinaware and 
glassware with showings of din- 
ing room furniture are given par- 
ticular attention. “These,” says 
Mrs. Brown, “we try to make out- 
standing so that people will be at- 
tracted by the setting and will 
come into the store to ask ques- 
tions about the merchandise dis- 
played.” 


When a woman shows interest 
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Glass Are Major Lines .. . 


in a particular pattern—on which 
the stores have a manufacturer’s 
circular—she is always given a 
copy. Price quotations are given 
her and are also marked on the 
folder so that she has complete de- 
tails on the set in a single piece 
of literature. 


Open Stock 


The greatest demand is for sets 
which are from “open stock.” 
Usually a service of six or eight 
is sold—the customer having 
in mind buying additional 
pieces at a later date. Higher 
priced patterns are all in open 
stock. In the smaller branch 
stores the general practice is to 
sell complete sets — displaying 
them as “complete sets from our 
‘open stock’ patterns” with a price 
card showing all the pieces avail- 
able in these patterns. When a 
customer desires additional pieces 


they are obtained from the big El! 
Centro store. In the smaller stores. 
32 piece cottage sets — closed 
stock—are sold, every effort being 
made to make them outstanding 
as to pattern and value. 

In the El Centro store, which 
stocks the greatest assortment of 
patterns sixteen to eighteen tables 
are devoted to chinaware dis- 
plays and three of the othe: 
stores have from eight to ten tables 
for displaying the different pat- 
terns. Breakage has not presented 
a big problem because of care 
exercised in handling open stock 
patterns and because the closed 
stock 32 piece sets are sold indi- 
vidually packed. 

Imperial Valley stores stock 
both domestic and imported china- 
ware, the greatest range being in 
the domestic lines. Individual 
pieces are offered from 35c. to 
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The Hardware Dealer and 


r YHE hardware dealer who 
wishes to know just how, 
and to what extent the Rob- 

inson-Patman “anti-price discrimi- 
nation” law affects his merchan- 
dising operations, will have few 
occasions to inquire further than 
his own good judgment and his 
own conscience. He need only 
remember that the law is a bona 
fide effort on the part of Con- 
gress to bar those unequal and 
unfair discriminations in trade 
which have enabled a favored few 
to enjoy price and service advan- 
tages over the rank and file of 
their competitors. 

Personally, I have preferred to 
think of it as a law which insures 
equal opportunity in business— 
for that is what it seeks to guaran- 
tee: an equal opportunity for big 
and little, for rich and poor, for 
the small individual independent 
merchant and the powerful cor- 
porate group alike. 

In considering its application to 
his business, the hardware dealer 
should keep in mind that he, in 
the mass, is the man the measure 
was designed to assist. It was 
drawn to help him, not to hamper 
him. It aims at insuring fair and 
open competition in a fair and 
open market. What the individ- 
ual retailer may or may not do 
under it, what he may expect and 
demand from his sources of sup- 
ply, is measured fundamentally by 
that simple principle. 

The hardware dealer should not 
be confused by the hullaballoo 
being raised in certain quarters as 
to what may or may not be done 
under the Act. 

Those individuals and groups 
which heretofore have enjoyed spe- 
cial advantages are seeking to find 


*In a statement to the Chicago Re- 
tail Hardware Association. 
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The Act deals directly and specifically with: 1—The 
granting of price concessions to favored buyers 
under the guise of “quantity discounts.’’ 2—The 
granting of discounts, rebates or allowances under 
the guise of “advertising’”’ or “‘service’’ allowances. 
3—The granting of payments or allowances for 
brokerage when bona fide brokerage service was not 


rendered. 


By Representative Wright Patman* 
Co-author and Chief Sponsor of the Robinson-Patman Act. 


ways and means to circumvent the 
law and to continue to receive 
preferential treatment. Naturally, 
they are having trouble! They 
seek to cloak their efforts to find 
loopholes through which they may 
evade the plain and specific provi- 
sions of the law by throwing up 
a smoke-screen of doubt as to what 
may or may not be done. 

Instead of studying these con- 
fused and confusing “interpreta- 
tions” of the law, which seek to 
find opportunities for evasion, let 
us look to the plain provisions of 
the Act itself for its meaning. 

The Act deals directly and spe- 
cifically with three major methods 
of discrimination which have been 
employed to the injury of the rank 
and file of trade. These are: 

1. The granting of price con- 
cessions to favored buyers under 
the guise of “quantity discounts.” 

2. The granting of discounts, 
rebates or allowances under the 
guise of “advertising” or “service” 
allowances. 

3. The granting of payments or 
allowances for brokerage when 
bona fide brokerage service was 
not rendered. 

How do the provisions of the 
law under these sections affect the 
business practices of the hardware 
dealer? 


As a retailer, the hardware man 
is affected only in his capacity as 
buyer. The Act does not seek to 
govern the relationships between 
him and his consumer customers. 

As a buyer, he may expect and 
demand from his sources of sup- 
ply the same price given other 
retailers for commodities of like 
grade and quality, in like quan- 
tities. 

While differentials in price may 
be allowed because of quantity, 
such differentials may not exceed 
the difference in cost due to the 
manufacture, sale, handling or de- 
livery of a large quantity as com- 
pared with a smaller quantity. The 
Federal Trade Commission is em- 
powered to fix quantity limits be- 
yond which no further “quantity 
discount” shall be allowed. 

The interest of the retailer is to 
see that he receives, on his pur- 
chases, the same discount being 
allowed other retailers purchasing 
in similar quantities. 

As to brokerage, the bill out- 
laws all allowances made under 
the guise of brokerage where no 
actual brokerage service is in- 
volved, or where such service is 
under the direct or indirect control 
of either buyer or seller. There 
is nothing in the bill that requires 
the employment of a braker. But 
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The Robinson-Patman Act 


where sales are made direct, not 
through an intermediary, no pay- 
ment or allowance on account 
thereof can be made by either 
party to the other. 

Both “split brokerage,” under 
which the broker splits his com- 
mission with the buyer in order to 
provide a price concession to in- 
duce purchase, and “dummy brok- 
erage,” under which the inter- 
mediary is either directly or 
indirectly acting for buyer or 
seller, are definitely prohibited. In 
such violations, both parties are 
liable under the act. 

Advertising and sales promo- 
tional allowances are NOT forbid- 
den by the Act. It does, however, 
require that such allowances be 
extended to all competing custom- 
ers on proportionately equal 
terms. 

Here, however, the facilities of 
a customer to carry through the 
service for which the allowance is 
made may determine whether or 
not he is eligible for such allow- 
ance. 

An allowance, for instance, for 
advertising display on delivery 
trucks, could not be claimed by a 
cash-and-carry grocer who oper- 
ates no such trucks. A grocer op- 
erating one or two trucks, how- 
ever, would be entitled to receive 
an allowance proportionate to that 
granted a competitor in the same 
trade area who was receiving an 
allowance for five trucks or ten 
trucks. 

Allowances for local newspaper, 
billboard or handbill advertising 
may be pro-rated similarly among 
dealers in a given competitive 
area, 

The Act safeguards specifically 
the right of cooperative associa- 
tions to function in all proper and 
legitimate activities of advantage 
to their membership. In cooper- 
ative buying of course, such asso- 
ciations will be entitled to receive 
quantity discounts on a par with 
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those granted for like volume to 
large corporate purchasers. On 
this subject the Act says: “Nothing 
in this Act shall prevent a co- 


WRIGHT PATMAN 


operative association from return- 
ing to its members, producers or 
consumers the whole or any part 
of, the net earnings or surplus 
resulting from its trading opera- 
tions, in proportion to their pur- 
chases or sales from, to or through 
the association.” 


Cooperative Buying 

Cooperative buying by retail 
groups, whether or not formally 
organized into “cooperative asso- 
ciations” is, in my judgment, per- 
missible under the Act and may be 
utilized by independent retailers 
as a legitimate competitive prac- 
tice. 

Beyond direct merchandising 
activities of a sort which constitute 
unfair and unequal trade condi- 
tions, tending to restrain trade or 
to create a monopoly, the Act does 
not seek to restrict freedom of in- 
dividual or group action on mat- 
ters not definitely related to buy- 
ing and selling. 

For instance: There is nothing 
in the Act, in my judgment, which 
would prohibit retail cooperative 
hardware groups from maintain- 
ing trade association structures 


financed through advertising in an 
association house organ. Neither 
is there any barrier to such asso- 
ciations receiving support through 
revenue from hardware shows in 
which exhibitors pay for the use 
of floor space or other advertising 
or promotion privileges. 

These are among the customs of 
long standing through which, com- 
bined with small membership fees, 
retail hardware groups have been 
enabled to maintain their trade 
associations. To the extent that 
they stimulate competition rather 
than stifle it, and tend to create a 
wholesome rivalry within the 
trade and are not abused in any 
way to effect discriminations pro- 
hibited by the Act, the activities of 
such groups are exactly in line 
with the aims and purposes of the 
law. 

On the other hand, there are 
many merchandising “service” or- 
ganizations in the general hard- 
ware business which may find 
themselves adversely affected. 
Some groups, for instance, collect 
an “advertising allowance” from 
manufacturers and _ underwrite 
week-end and special sales in the 
communities in which they oper- 
ate. Others provide equally spe- 
cialized “services,” obtaining their 
own compensation for the most 
part from the difference in what 
they collect from the manufactur- 
er and the actual cost of the “ser- 
vice” they provide the trade. 

Whether or not these survive 
will depend on the individual case. 
For most part, the services they 
have rendered or have pretended 
to render will now be available to 
the individual hardware man with- 
out the intervention of any inter- 
mediary. 

To the extent that these “ser- 
vices” have lived on special con- 
cessions and allowances which 
they have been able to negotiate 
from manufacturer or wholesaler, 

(Continued on page 96) 
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Fruehauf Hardware Co., Ceveland, Ohio. 
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Hardware Age Window Suggestions 


ERE are four excellent sug- | equipment. The 
d gestions for your fall win- dows offer quickly installed dis- 
dow displays. School supplies, plays 
house furnishings, and hunting 


sketched win- ever you choose, your windows 
will be attractive enough to be 
and the photos suggest outstanding in the trading area 
more elaborate treatment. Which- — where you operate. 


W oodruff Hardware Co., Knoxville, Tenn. 
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Great 
Exhibits 
to Hard 


MONG the great attractions 
A at the Great Lakes Exposi- 
tion being held in Cleve- 
land, Ohio, is the Lakeside Exhibi- 
tion Hall where the displays are 
of especial interest to hardware 
men. Illustrated here are some of 
them, although a photographic re- 
production can give little idea of 
the beauty and color displayed. 
Modern to the last degree, they 
impress the visitor with the im- 
portance and progressiveness of 
the firms represented. Shown at 
the top of this page is the exhibit 
of the Standard Tool Co., present- 
ing drilling cutters, reamers, twist 
drills, taps and other special tools 
in a setting that enhances their ap- 
pearance and impresses the spec- 
tator with their precision. 
General Electric’s spacious ex- 
hibit is presented opposite and, 
here again, is called to the atten- 
tion of the public the many appli- 
ances that are distributed to con- 
sumers through the hardware 
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its} of Interest 


di waremen 


trade. The newest in large and 
small items in modern: setting are 
here. 

Perfection Stove Company’s 
line, embracing their many oil 
burning items are presented in 
dramatic fashion, the leaders be- 
ing placed on a stage where visi- 
tors may see them from comfort- 
able chairs. 

The next photo shows the dis- 
play of the Osborn Manufacturing 
Company, whose brushes are well 
known generally. It portrays in 
a graphic and compact manner the 
part their products play in mod- 
ern industry. 

One of the most modern in 
decoration and arrangement is the 
display of the United States Steel 
Corp. This display is pictured on 
this page (center). At the bottom 
of this page is the exhibit of the 
Chase Copper and Brass Co., mak- 
ers of many attractive household 
items handled by the hardware 
trade. 
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American Fork & Hoe Acquires 
The Evansville Tool Works 


[he American Fork & Hoe Co., 
1623 Euclid Avenue, Cleveland, 
Ohio, has purchased the business 
of the Evansville Tool Works, 
Inc.. Evansville, Ind. This an- 
iouncement was made August 


sl. 1936, by Geo. T. Price, vice- | 





ROBERT RAYMOND 


president in charge of sales, for 
the American Fork and Hoe Co., 
whose statement, in part, follows: 

“We are pleased to inform 
vou that this company has pur- 
chased the business of the 
Evansville Tool Works, Ince., 
Evansville, Indiana, and as soon 
1s formalities are completed, will 
enter into possession of and op- 
erate the plant producing its 
regular lines. The company will 
be operated under the name of 
the Evansville Tool Works of 
The American Fork & Hoe Com- 
pany. Robert Raymond who has 
been with the Evansville Tool 
Works for years will continue as 
manager. 

“All orders on the books of 
the Evansville Tool Works will 
be taken care of as usual. We 
will continue to supply the Ev- 
insville Tool Works’ brands, and 
we trust you will favor us with 
your business as formerly. For | 
the present, sales and correspon- | 
dence will be handled direct 
from Evansville. We have found 
Evansville to be a city of many 
attractive features for the manu- 
facturing business and for the 
distribution of our products 








through the South and South- 
We hespeak for the plant 


west, 


32 





GEORGE T. PRICE 


in our hands, the cooperation of 
its present customers and the 
trade in general.” 

Mr. Raymond has been sales 
manager and_ vice-president of 
the Evansville Tool Works for 
several years. 


CRESCENT STORES HOLD 
THIRD ANNUAL OUTING 


The Crescent Hardware Stores 
Association of New Orleans, La., 
held its third annual outing at 
Jack-on Park, Mandeville. La., 





recently. An elaborate program 
was arranged for the occasion, 
the entertainment features in- 
cluding a ball game between the 
retail hardware dealers and 
wholesalers’ salesmen. There 
were also beauty contests for 
men and women; a husband-call- 
ing contest; races for men, 
women, and children, and shoe- 
finding contests for men and 
women. Albert A. Kussmann 
was chairman of the committee 
in charge of the outing. 


BUILDING NEW FACTORY 


Necessitated by the rapid ex- 
pansion of business, The Holo- 
Krome Screw Corp., Bristol, 
Conn., is building a new factory 
in Hartford, Conn., which will 
be ready for occupancy on or 
about Oct. 1, 1936. 

The new building is of brick, 
200 ft. long and 90 ft. wide. The 
roof is of saw tooth construction. 
The executive offices will be on 
the second floor. Housed in an 
adjoining building of monitor 
type roof, is the heating treat- 
ment department. The boiler and 
engine room is also contained in 
an adjoining building. 

There will be a convenient 
railroad siding in the rear of the 
building, for the new location is 
near the N. Y.-N. H. & H. R.R. 
main line from New York to 


Boston. 





SETTLE STRIKE AT 
BARB WIRE PLANT 


Settlement of the strike of 
certain employees of the North- 
western Barb Wire Co., Sterling, 
Ill., who are affiliated with the 
Amalgamated Association of 
Iron, Steel & Tin Workers, was 
recently settled by an agreement 
announced by Robert Pilkenton. 
mediator for the Federal Labor 
Department. 

The Northwestern company 
agreed to meet and deal with 
representatives of the local lodge 
No. 63 of the Amalgamated As- 
sociation, who shall represent 
such of its employees as desire 
to be represented by them for 
the purpose of collective bar- 
gaining on wages, hours and 
working conditions. The com- 
pany also will meet and deal 
with any other representatives of 
its employees or any individuals. 
The 10 per cent increase in 
wages was put into effect as of 
July 25, in order to bring the 
company’s basic rate to 4lc, 
which is in line with other wire 
mills in the district. 

President P. W. Dillon said: 
“Our plan has been operating 
partially right along. We shall 
take back those employees who 
went out as rapidly as our mill 
orders require increased produc- 
tion.” 








During the week of July 27th, the hardware salesmen of Henry Disston & Sons, Inc., met in 
convention at the home office in Philadelphia. An intensive program of preparation for sales 
work during the coming fall and winter was the order of the day from Monday until Friday. 
Several new lines in the Disston hardware line were exhibited and the Disston salesmen left 
for their respective territories to cooperate to the fullest extent with the wholesaler during the 
coming fall and winter months. The men also were shown the program of advertising, which 
will be followed this fall. It will be the most extensive and intensive program for fall work 
which the company has employed in the hardware department since 1930. The above photo- 
graph was taken at the Disston hardware sales department dinner held at the Hotel Benjamin 
Franklin, Phila., July 30. Third and fifth from left at the speakers’ table are, respectively, 
S. Horace Disston, vice-president and general manager, and Jacob S. Disston, Jr., vice-president 
in charge of sales, who acted as toastmaster. 
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Mounting an immense model of a Turner Blow Torch as a bow 
gun, the good ship “Turner Brass W orks” took one of the major 
prizes in a parade staged by Sycamore, Ill., manufacturers cele- 
brating a recent civic progress jubilee. The float was entered by 
the Turner Brass Works of Sycamore, which manufacturers blow 
torches, gasoline lamps, water heaters, and a new line of gasoline 


camp stoves. 





S. L. HALL PURCHASES STOCK HOLDING 


OF D. E. MOONEY IN THE SMITH BROS. HDWE. CO. 


Purchase of the stock holding 
of D. E. Mooney, former presi- 
dent of The Smith Bros. Hard- 
ware Co., 580 North Fourth St., 
Columbus, Ohio, by S. L. Hall, 
vice-president and general mana- 
ger, was announced Aug. 5. The 


transaction leaves the control of 


the firm in the hands of Mr. Hall 
and Charles S. Robinson, who 
has been president and treasurer 
of the company since February, 
1936. No change in the com- 
pany’s personnel and policies are 
anticipated, stated Mr. Hall. 

Mr. Mooney was president of 
the firm from 1919 to 1936. He 
hecame connected with the com- 
pany at its founding in 1891. He 
plans to retire from business. 

Capitalization of The Smith 
Bros. Hardware Co. is $2,000,000, 
including $750,000 in preferred 
stock and $1,250,000 in common 
stock, all of $100 par value. Bus- 





iness in 1936 exceeded the cor- 
responding period in 1935. 
At the annual meeting of the 





board of directors early in Sep- 
tember, a new director will be 
chosen from the company’s staff 
to replace Mr. Mooney. 





ANNUAL PICNIC OF 
ALLIED HARD. STORES 
Business cares were put aside 

Wednesday, Aug. 19, for hard 
play and recreation at Munroe 
Falls Park, Toledo, Ohio, when 
employees and hardware distrib- 
utors of the Allied Hardware 
Stores, Inc., of that city, held 
their annual picnic. 

Despite the rain which dis- 
rupted a.schedule of contests and 
games, a tug of war and a ball 
game were staged between the 
employees and dealers. 

Grant Yount, of the Temple 
Square Hardware Co., was chair- 
man in charge of arrangements. 
Other members of the commit- 
tee were: William A. Klein, But- 
zum Bros.; Park Stump, Stump 
and Dickerhoof, and E. C. Swan. 


} 





BUFORD BROS. EXPAND 


Buford Bros., 154-156 Second 
Ave., North Nashville, Tenn., has 
opened a branch on College St. 
at Five Points, Jackson, Tenn., 
to serve that section of West 
Tennessee in hardware, steel, au- 
tomotive parts, wheeled goods, 
spokes, wheels, piston rings, belt- 
ing, casting valves, etc. Harold 
G. Daly has been named mana- 
ger of the new branch and Lynn 
G. Williams, his assistant. 

Buford Bros. dates back con- 
tinuously until 1835 and its one 
hundredth anniversary will be 
celebrated in 1937. The Bufords 
have been active in the firm since 
1887. Chas. Buford died in 1921 
and in 1923 the firm became a 
partnership. George H. Hearn, 
Jr., has been president since 
1932. M. T. Gossett heads the 
engineering department at Nash- 
ville. Carl Gable is service man- 
ager and Brown Buford is ex- 
ecutive vice-president. 








Eastern salesmen and executives of The Ingersoll-W aterbury Co., 30 Irving Place, New York 
City, attending the recent summer sales convention held by the company at the Waterbury 


Country Club, Waterbury, Conn. 


Besides the regular business session, the two-day program 


included a golf tournament, a banquet at the club, and a trip through the factory where Inger- 
soll watches and clocks are made. 








Twenty-five salesmen of the Silex Co., Hartford, Conn., held their second annual sales convention in that city during the last week 
of July. In addition to the discussion of sales problems and plans, Frank E. Wolcott, president of the company, announced the 
sales promotion and advertising campaign for the ensuing year. A new campaign display deal will be presented. It consists of the 
Kitchen Range model with the new Moldex shell, the Electric Table model with the new stove with Moldex handles, a Lido 
ne a Pinehurst at reduced price, a snack tray with creamer and sugar, all in Moldex, a Strainex, and an Automatic Top 
and an extra stove. 
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CARBORUNDUM CO. OFFERS $800 IN PRIZES 
FOR BEST WINDOW DISPLAYS OF EDGED TOOLS 


Another. big $800 window dis- 
play contest, featuring edged 
tools, has been announced by 
The Carborundum Co., Niagara 
Falls, N. Y. There are 28 prizes 
for merchants in towns over and 
under 10,000 population. Every 
hardware dealer has an equal 
chance to win one of the first 
two prizes for $150 each or one 
of the 27 other cash prizes. The 
contest closes Nov. 15. 

All that is necessary to enter 
the contest is to include the at- 
tractive display obtainable from 
the Carborundum Company in 
the window with edged and allied 
tools that appeal to the me- 
chanic, carpenter, and some 
workshop fan. The window will 
be judged from photographs 
taken by the dealers, for which 
the company will pay $1 regard- 
less of whether or not a prize is 
won. 

The new fall display features 
sharpening stones for the me- 
chanic, carpenter, and home 
workshop and is free with the 
purchase of the No. 767 assort- 
ment, which includes 12 stones, 
lists at $11.80, less 35 per cent 
discount. 

Full details of the contest may 
be obtained by writing Gordon 
Watson, Sales Department, The 
Carborundum Co., Niagara Falls, 
N. Y. 


BALTIMORE DEALERS 
HOLD ANNUAL OUTING 


The seventeenth annual sum- 
mer outing of the Baltimore Re- 
tail Hardware Association at 
Crystal Beach, Md. (near An- 
napolis), on Wednesday, Aug. 5, 
was as usual a most enjoyable 
and successful affair. More 
than one hundred dealers, sales- 
men and members of their fam- 
ilies assembled at St. Paul Place 
and Saratoga St., Baltimore, at 
1 p.m., and formed a motor cav- 
alcade. Special arrangements 
had been made for motorcycle 
police to escort the cars to the 
city line, thus making the trip to 
the beach an easy and speedy 
one. 

Most of the afternoon was de- 
voted to bathing, bowling, base- 
ball and other sports, with spe- 
cial events being staged for the 
ladies. There was much good 
natured rivalry in a_ soft-ball 
baseball game between dealers 
and salesmen, with the latter vic- 
tors and the score being 17 to 7. 
During the game several spectac- 
ular plays were made by both 
teams. 

In the evening, following a 
bountiful dinner, a large number 
of prizes which had been donated 
by manufacturers and whole- 
salers were awarded. 

Guests from “out-of-town” 
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were Mr. and Mrs. Glenn W. 
Pearce, managing director, Penn- 
sylvania and Atlantic Seaboard 
Hardware Association, Philadel- 


phia, Pa., and MacDonald Wit- 


UNION FORK & HOE EXPANDS FACTORY FACILITIES 
NEW PLANT PROVIDES 60,000 SQUARE FEET 


Completion of a large expan- 
sion of factory facilities, necessi- 
tated by increased demand for 
its steel goods, has been an- 
nounced by The Union Fork & 
Hoe Company, Columbus, Ohio. 
Extensive additions have been 
made to its Columbus, Ohio, and 
Frankfort, N. Y., plants, in addi- 
tion to placing in full operation 
the recently built plant at Jack- 
son, Miss. To reduce to normal 
schedule the 20-hour-a-day pace 
at which its plants were run last 
spring, the new factory at Jack- 
son provides a 60,000 sq. ft. plant 
for finishing and assembling. Ad- 
ditiéns built at the Columbus 
works double the capacity of the 
assembling and finishing depart- 
ments and rake forging depart- 
ment, and new equipment, in. 
stalled at the Frankfort works, 
will produce 4,500,000 ferrules a 
year. Finishing space at this lat- 


ter plant has also been increased 
by 50 per cent. 
According to Edward Durell, 





New Warehouse at Jackson, Miss., Plant, Through Which 75,000 Dozen 
Tools Will Pass Each Year 





Handle Department at the New Jackson Plant Will Produce 1,200,000 
Tool Handles a Year 








ten, associate editor, HARDWARE 
Acre, New York City. 

The organization’s president, 
Ernest Johannessen, Johannessen 
Bros., 2050 Orleans St., Balti- 
more, Md., headed the outing 
committee, which also included 
other officers of the association. 


president, the company’s total 
sales of farm and garden tools 
are now running far ahead of the 
best years before the depression, 
with a specially marked increase 
in the percentage of first quality 
goods sold during the past sea- 
son. The company believes that 
this extra demand for first qual- 
ity tools is caused largely by the 
fact that the All-White handles 
on its first quality tools are so 
striking that the consumer’s eye 
is immediately attracted to them. 

The Union Fork & Hoe Com- 
pany is also operating 5 handle 
factories, its repair handles sales 
having grown approximately 70 
per cent in the past year since 
the company adopted the new 
plan of stamping the handle of 
each tool with the identifying 
number of the repair handle that 
is guaranteed to give the re- 
paired tool the same balance and 
working “feel” as the original 
tool, Mr. Durell states. 


BOND ELECTRIC CORP. 
APPOINTS CALHOUN 


Bond Electric Corporation, 
New Haven, Conn., has appointed 
J. C. Calhoun as assistant sales 
manager, with headquarters in 





J.C. CALHOUN 


New Haven. Mr. Calhoun has 
been in the flashlight and bat- 
tery business for twenty-two 
years. His promotion to this ex- 
ecutive position should lend val- 
uable assistance in promoting 
and increasing Bond’s volume of 
business throughout the United 
States. 

GREENFIELD TAP & DIE 

PROMOTES PADDOCK 


The Greenfield Tap & Die 
Corp., Greenfield, Mass., manu- 
facturers of threading and cut- 
ting tools, has appointed Elliot 
C. Paddock to the newly-created 
position of field sales manager, 
under the direction of W. B. du 
Mont, vice-president in charge of 
sales. 

While Mr. Paddock will make 
his headquarters at the com- 
pany’s main office in Greenfield, 
he will spend the greater portion 
of his time in the field. By this 
move, the company hopes to 
build and maintain closer per- 
sonal contact between the man- 
agement and its customers 
throughout the country. 

Mr. Paddock, who has been 
covering Connecticut and west- 
ern Massachusetts for Greenfield 
for the past ten years, is well 
equipped to handle this new po- 
sition, for, before joining the 
concern, he traveled in most 
parts of the United States for a 
large manufacturer of hack saw 
blades. Mr. Paddock is a past 
president of The Nutmeggers. 





WHOLESALER WISHES 
ENAMEL WARE CATALOGS 


Marshall-Ecclestone, Lt d., 
wholesale hardware firm of Tim- 
mons, Ontario, Canada, wishes to 
receive catalogs and wholesale 
prices from American manufac- 
turers of enamel kitchen ware. 
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NEW OFFICERS FOR 
BILLINGS & SPENCER 


William A. Purtell, president 
of the Holo-Krome Screw Corp., 
Bristol, Conn., has been ap- 
pointed a director of The Billings 
& Spencer Co., Hartford, Conn. 
He was for years a mill supply 
salesman and is a vice-president 
of the National Supply and Ma- 
chinery Assn. Carl A. Gray, 
another newly appointed director, 
is also vice-president of the Cape- 
well Horse Nail Co., of Hartford. 

H. E. Oberg has been ap- 
pointed a vice-president of Bill- 
ings & Spencer. Mr. Oberg has 
been with the company for ap- 
proximately 12 years, first as 
manager of its Detroit branch 
and more recently as manager of 
the machinery and contact forg- 
ing divisions. C. D. Elliot, the 
other new vice-president, has 
been with the company for only 
a few months. 

Morris Michman, newly elected 
secretary and treasurer, has been 
with the company for six years. 
He was formerly connected with 
the accounting department of the 
Lily Tulip Cup Corp., New York 
City. 

F. C. Billings is president of 
The Billings & Spencer Co. He 
is the son of the founder of the 
company and has had continuous 
service with it since his first con- 
nection with the business, which 
his father had him learn from 
the bench up. 

W. Roy Moore, vice-president 
and general manager, has been 
in continuous service of the com- 
pany since 1920 as assistant pur- 
chasing agent, purchasing agent, 
New York district manager and 
sales manager. 





CATALOG ON VACUUM 

AND WASHER PARTS 
The Re-New Sweeper Co., 
9591-9593 Grand River Ave., De- 
troit, Mich., has recently issued 
its 1936-37 -edition of “Hot 





are listed in table form. A page 
is devoted to special purpose 
screws, showing some of the spe- 
cial heads that can be supplied. 
Also included is a diagram show- 
ing the application of sash chain. 
The rear section of the catalog 
shows the different labels, repro- 
duced in their original colors. 


FORGER AT WORK 
IN NEW ENGLAND 


H. T. Hallowell, president of 
the Standard Pressed Steel Co., 
Jenkintown, Pa., asks that read- 
ers of HarpwareE AGE be in- 
formed concerning the operations 
of a forger who is traveling over 
the country and operating chiefly 
in the hardware field. 

Mr. Hallowell writes as fol- 
lows: “This person has an exact 
duplicate of our check. He fills 
in fictitious names for the presi- 
dent and treasurer of our com- 
pany. He claims to be our sales- 
man opening up a branch in this 
or that section, and he is having 
checks cashed at a rapid rate 
ranging all the way from $250 
down. His most recent opera- 
tions have been in New Haven. 
The last time we heard from him 
previously was through Sears, 
Roebuck in Memphis, Tenn., for 
around $300 or more. 








FIVE NEW DISTRIBUTORS 
APPOINTED BY ARMCO 


American Rolling Mill Co., 
Middletown, Ohio, has appointed 
five new distributors of Armco 
ingot iron and Armco stainless 
steel. 

The Edgcomb Steel Co., Phila- 
delphia, and the Edgcomb Steel 
Corp., Newark, N. J., have been 
named distributors of Armco 
stainless steel. Recently ap- 
pointed distributors of Armco in- 
got iron are Syracuse Supply Co., 
Syracuse, N. Y.; Alamo Iron 
Works, Brownsville and Corpus 
Christi, Tex.; Klauer Mfg. Co., 
Dubuque, Iowa, and the Central 





Shots,” a catalog on factory re- 
built vacuum cleaners and parts, , 


Steel & Wire Co., Chicago. 


| of his death in 1926. 





With the reorganization of the 
Townley Metal & Hardware Co., 
wholesale hardware firm of Kan- 
sas City, Mo., several changes 
have been made in the executive 
personnel of the company. 





Pe tig 3 2a 


RICHARD F. TOWNLEY 


Richard F. Townley, son of 
J. P. Townley, who founded the 
metal and stove business in 1884, 
is president of the company and 
head buyer. Webster W. Town- 
ley is vice-president in charge of 
office and warehouse manage- 
ment. He is the eldest son of 





John M. Townley, who was presi- 
dent of the National Wholesale 
Hardware Association at the time 


James P. Townley, II, is secre- 
tary and buyer. He entered the 
firm after graduating from 
Princeton University in 1933. 
Charles H. Busby is sales man- 
ager. He has been with the 
Townley organization since 1920 
as sales representative in the 
Hutchinson, Kan., territory. 

Walter Sheely is credit man- 
ager and has been with the firm} 
since 1927. E. R. Morrison, 
treasurer, is also senior partner 
of an outstanding Kansas City 
corporation law firm, Morrison- 


REORGANIZE TOWNLEY METAL & HARDWARE CO.; 
CHANGES MADE IN EXECUTIVE PERSONNEL 


Nugent-Wylder & Berger. George 
E. Garland, Sr., assists buyers in 
an advisory capacity. He bought 





WEBSTER W. TOWNLEY 


the original stock of hardware 
for the Townley company in 
1901. Mr. Garland is a member 
of the Hardware Age Fifty Year 
Club. 

The following have been ap- 
pointed buyers: T. W. Read, 
sheet metal; Sam _ Thornton, 
sporting goods and auto acces- 
sories; W. W. Cocks, tools and 
builders’ hardware, and Ernest 
Poehler, farm supplies. .M. E. 
Easterday is in charge of the 
catalog and costs department. 





REMINGTON RAND MOVES 
NEW YORK CITY OFFICES 


Remington Rand, Inc., has an- 
nounced the removal of all its 
New York City sales, service, 
and executive offices to new and 
larger quarters in the Remington 
Rand Bldg., 315 Fourth Ave.— 
Telephone, Stuyvesant 9-3500. 
The consolidation of the various 
offices and the increased facilities 
for the display and demonstra- 
tion of new systems, machines, 
and methods, will better serve the 
needs of the Metropolitan area. 








washing machine parts, shop sup- | 


plies, etc. Nationally known 
models are included. The avail- 
able parts for vacuums and 
washers are listed according to 
models and keyed to facilitate 
ordering. Net prices are given. 





CORBIN SCREW CORP. 
OFFERS NEW CATALOG 


This latest catalog of The Cor- | 
bin Screw Corp., New Britain, 
Conn., is thumbed-indexed for | 
easy reference. The different | 
sections cover: wood screws; lag 
screws; machine screws; ma- 
chine screw nuts; cap screws; 
set screws; semi-finished nuts; 
stove bolts; chain, and escutch- 
eon pins. The sizes and prices 
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Consumer Cooperatives Competing With Retailers 
Had $148,000,000 Sales in 1935 


Sales of consumer cooperative 
organizations doing all their busi™ 
ness in direct competition with 
private retail firms are estimated 
by the American Retail Federa- 
tion to have amounted to pos- 
sibly $148,000,000 in 1935. This 
estimate is given in a bulletin 
which attempts to measure the 
amount of business done by co- 
operatives in the retail field. 

Sales by consumer cooperatives 
partially in competition with 
private retail firms is estimated 
at $55,000,000 last year, but it 
is admitted that this amount is 
more or less a gues:, since little 
information is available on the 
sales to consumers by such or- 
ganizations. 

The -estimated sales of these 
cooperatives in 1935 are material 
increases over those for 1933, 
when the sales volume of coop- 
eratives doing business entirely 
in competition with private retail 
firms was estimated at $108,000.- 


000 and those partially in compe- 
tition at $40,000,000. 

The American Retail Federa- 
tion emphasizes the fact that all 
these estimates were maximum 
figures, because they were pro- 
jected upon statistics on the large 
organizations. It was also ex- 
plained that the estimates were 
made only in an effort to mea- 
sure the size of the cooperative 
movement in the retail field, on 
which there is a paucity of au- 
thentic data. 

Cooperatives considered to be 
doing business in competition 
with private firms include retail 
store societies; bakeries; cream- 
eries; restaurants; and distribu- 
tive activities of marketing co- 
operatives; and gasoline and oil 
-associations. Those partially in 
competition with private retailers 
include farmers’ purchasing as- 
sociations, and the purchasing 
divisions of farmers’ marketing 
societirs. 








“BEHIND THE SCENES 


Dun & Bradstreet, Inc., New 
York City, have issued a revised 
edition of “Behind The Scenes 
+f Business” by Roy A. Foulke, 
manager, Analytical Report De 
partment. Comprising seven chap- 
ters, six of which were originally 
published as separate studies, 
this latest revised edition has 
tables which have been brought 
up to date by including the 
ratios for 1934 figures and opera- 
tions. Comparative ratios for 
several collateral lines of busi- 
ness activity have been added, 
and a four-year average com- 
puted for each ratio on each line 
of business endeavor. The chap- 
ter on the Relativity of Business 
Conditions is new. 

While not attempting to state 
just what did bring about the 
current business improvement the 
preface points out that “We do 
know, however, that for three 


years the number and aggregate | 


liabilities of all failures have 
been getting smaller. For 1934 
and 1935, the number and the 
aggregate liabilities were low, far 


OF BUSINESS” REVISED 


below the figures which might 
be considered normal. For three 
years, many of the well-regulatec, 
national business units have been 
showing increa:ed profits, and 
under such conditions, operating 
managements are inclined to be- 
come a trifle careless in the con- 
sideration of problems which 
under less favorable conditions 
would receive serious, concen- 
trated thought and attention.” 

In the back of the book are 
composite tables of all ratios and 
records of business failures from 
1857 to 1935. The composite 
table of important average ra- 
tios for 54 lines of business ac- 
and tool manufacturers and 
wholesale hardware firms. 


SOUTH DAKOTA ASSN. 
TO MEET JAN. 19-21 


The South Dakota Retail 
Hardware Association will hold 
its annual convention in Sioux 
Falls, S. D., Jan. 19, 20, and 21, 
1937. Headquarters will be at 
the Sioux Falls Coliseum. 








rt Wayne, 


Ind., gathered on the steps of the Fort Wayne Country Club just 
before the start of the golf tournament, which was one of the fea- 
tures of the company’s two-day sales convention. These distribu- 


tors met with representatives of trade papers to view the new | 
sales staff as inside salesmen. 


Horton washers and ironers, which were presented July 15 and 16. 
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went 


| Co., 
1910, when he returned to Kan- 





tivity includes data on hardware | 


| 


| erection of three additions to the 
| Massena, Ohio, plant of the Alu- 


| company also plans installation 
| of an automatic sprinkler system. 


| Hardware and Machinists Sup- 


| been appointed vice-president in 
| addition 


| minum Co. of America, Pitts- 


ESSEX COUNTY ASSN. 
TO RESUME MEETINGS 
Plans for the coming season 
and arrangements for the annual 
meeting will be made by the Es- 
sex County (N. J.) Hardware 
Dealers’ Association when ses- 
sions are resumed Sept. 17 at 
Kreuger’s Auditorium, Newark, 
N. J. The annual meeting will 
be held in November. 





REPUBLIC NAMES NEW 
DISTRICT SALES MANAGER 

Hoyle Jones been ap- | 
pointed district sales manager 
with headquarters 


has 


in Tulsa, 
Okla., for Republic Steel Corp., 
Cleveland, Ohio, to succeed the 
late C. S. Powers. 

Mr. Jones began his career in 
the steel and allied industries in 
1904 with the United Zine and 
Chemical Co., with offices in 
Kansas City, Mo. This com- 
pany was later acquired by 
American Zinc Co. and in 1907 
he was appointed assistant man- 
ager with offices in Chicago. He 
to St. Louis in 1908 as 
manager of the American Zinc 
where he remained until 


sas City as secretary of Jacques 
Steel Co. 

In 1911 Mr. Jones started in 
business for himself as manufac- 
turer’s agent for a number of 
eastern steel companies. At the 
beginning of the war he was ap- 
pointed manager of sales of La- 
Belle Iron Works of the western 
district. Upon his discharge 
from the army in 1919 he organ- 
ized and became president of 
Superior Tube Co., of which he 
remained at the head until just 
prior to his recent appointment 
by Republic. 

ALUMINUM CO. TO 
ADD TO PLANT 


Plans have been completed for 


burgh, Pa. Construction work 
will be started soon on a new 
unit 210 x 240 feet in size; an- 
other structure 60 x 120 feet and 
a smaller unit, 40 x 56 feet. The 


ELLFELDT CO. MAKES 
PERSONNEL CHANGES 


Fred A. Ellfeldt, treasurer and 
general manager of the Ellfeldt 


ply Co., Kansas City, Mo., has 


to his other duties. 
Oscar Hires has been appointed 
sales manager of the company 
and Walter Shukert and Emil E. 
Letzig have been added to the 





HERCULES POWDER 
MAKES EXECUTIVE 
CHANGES 

At the regular monthly meeting 
of the board of directors of the 
Hercules Powder Co., Inc., Wil- 
mington, Del., Charles A. Bigelow 
was elected a vice-president and 


CHAS. A. BIGELOW 


member of the executive com 
mittee. Mahlong George Milli- 
ken, general manager of the cellu- 
lose products department, was 
elected a director; and William 
Robert Ellis, now assistant gen- 
eral manager of the explosives 
department was named general 
manager, succeeding Mr. Bige- 
low. 

Mr. Bigelow has been asso- 
ciated with the company since 
1921, when the Aetna Explosives 
Co. was purchased. At that 
time he was general manager. 
After the consolidation he was 
placed in «charge of explosives 
operations and when the Her- 
cules organization was depart- 
mentalized in 1928 he became 
general manager of the Explo- 
sives Department. 

Mr. Milliken has been with the 
Hercules Powder Company since 
1915. He was appointed general 
manager of the cellulose prod- 
ucts department in April, 1934. 
Under his direction of the de- 
partment a number of new ma- 
terials have been developed fo: 
use in various chemical fields. 

Mr. Ellis has been associated 
with the company since 1915 and 
has served as salesman, technical 
service expert, assistant manager 
of the San Francisco office, and 
assistant general manager of the 
explosives department. The lat 
ter appointment was made in 
May, 1934. 


U. S. STAMPING SENDS 
PETERS TO CHICAGO 


Harold Peters, assistant to 
E. M. Robinson, sales manager 
of the United States Stamping 
Co., Moundsville, W. Va., has 
been transferred to its Chicago 
office, where he will be in charge 
indefinitely. 
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MILCOR STEEL APPOINTS 
TANNER SALES MGR. 


Earl A. Tanner has been ap- 
pointed general sales manager of 
the Milcor Steel Co., Milwaukee, 
Wis., effective Sept. 1. For the 
past six years, Mr. Tanner has 
been general manager of the 
company’s eastern plant at Can- 
ton, Ohio. During this time new 


EARL A. TANNER 


machinery and buildings were 
added to make that unit of the 
company one of the most effi- 
cient organizations of its kind 
from the standpoint of manufac- 
turing production and service to 
customers. 

Previous to his appointment as 
general manager of the Canton 
plant, Mr. Tanner was manager 
of wholesale sales for the com- 
pany. He was made a vice- 
president in 1931. His new du- 
ties as general sales manager will 
include supervision of sales for 
the five Milcor plants and his 
headquarters will be at Mil- 
waukee. 


4000 BUYERS ATTEND 

NEW YORK GIFT SHOW 

Estimated buyer attendance at 
the 14th semi-annual New York 
Gift Show, Aug. 24 to Sept. 2, 
was four thousand. With five 
hundred lines exhibited in the 
340 rooms occupied by the show 
there were many new items in 
china, glass, copper, brass, wood 
and in various finishes of metal. 
Greater interest was shown this 
year in quality merchandise than 
for several years. Buyer regis- 
tration the first day of the show 
totaled 650. 

The popularity of the last gift 
show held in New York City ne- 
cessitated holding the show for 
nine days instead of five days. 
The National Gift & Art Asso- 
ciation, Inc., sponsors of the 
show, also sponsored the gift 
Show held in Chicago from Aug. 
3 to 14 at the Palmer House, at 
which there was a thirty per cent 
increase in attendance over the 
previous Chicago gift show. 

Officers of the National Gift & 
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Art Association, Inc., are Arthur 
J. Horgan, president; Henry Un- 
derberg, vice-president, and 
George F. Little, secretary-trea- 
surer, 220 Fifth Ave., New York 
City. 


G-E MAKES CHANGES 

IN APPLIANCE LINES 
The withdrawal of Hotpoint 
refrigerators and Hotpoint home 
laundry equipment from the ap- 
pliance lines: marketed by the 
G-E appliance and merchandise 


| department was announced by C. 


E. Wilson, vice-president of the 
General Electric Co., Bridgeport, 
Conn. George A. Hughes, presi- 
dent of the Edison General Elec- 


| tric Appliance Co., Chicago, con- 
| trolled by General Electric Co., 


has announced his company’s 
decentralization and reorganiza- 
tion as a company acting inde- 
pendently in the specialty ap- 
pliance field. 

This new organization will as- 
sume responsibility for the sale 
of a Hotpoint specialty appliance 
line, which will include new and 
improved Hotpoint refrigerators 
and home laundry equipment in 
addition to the Hotpoint ranges, 
water heaters, and dishwashers. 

The election of R. W. Turn- 
bull, formerly manager of the 
G-E traffic appliance sales di- 
vision, as a member of the board 
of directors and_ vice-president 
and general sales manager of the 
new Hotpoint organizations, was 
also announced by Mr. Hughes. 


SULLIVAN JOINS 
RUBBERSET CO. 

P. J. Sullivan, who has been 
actively engaged in the brush in- 
dustry for the past 15 years, has 
joined the paint brush sales divi- 
sion of the Rubberset Co., 630 


Fifth Ave. New York City. He 
will cover Kentucky, Missouri, 
and Kansas, as well as part of 
Illinois and part of Towa. 


NEW FIRM TO MAKE 
LINE OF GAS RANGES 


The Sherman Stove Co., De- 
troit, Mich., has been incorpor- 
ated for the manufacture of a 
new and complete line of gas 
ranges. Alvin G. Sherman is 
president and E. W. Lewis, Jr., 
is vice-president. 

Mr. Sherman is recognized as 
a leading manufacturer and stove 
designer, having spent his entire 
business career in that industry. 
He is also well known to many 
as the former president of the 
Detroit Vapor Stove Co. He was 
also associated with the Cleve- 
land Cooperative Stove Co. 

Mr. Lewis, Jr., has spent most 
of his life in the stove industry, 
a large share of it with Mr. 
Sherman as director of sales in 
the Detroit Vapor Stove Co. For 





the pat two years he has been 
associated with the Tappan Stove 
Co., Mansfield, Ohio. 

It is understood that the intro- 
ductory line of this company will 
consist of seven models, covering 
a retail price range of approxi- 
mately $59.50 to $139.50 and 
will introduce several new 
patented features, together with 
a distinctive design. 


SOUTHEASTERN TO 
MEET IN FEB., 1937 


The twenty-third annual expo- 
sition of the Southeastern Retail 
Hardware & Implement Assn. 
will be held in the City Audito- 
rium, Atlanta, Ga., Feb. 9, 10, 
and 11. H. M. Simmons, 922-23 
Atlanta National Building, At- 
lanta, Ga., is secretary-tceasurer 
of the association. 





WORTHINGTON CO.’S FAIR 
ATTRACTS 5,000 


From a trading area covering 
more than 600 miles, reaching 
into Michigan, New York, In- 
diana, West Virginia, and all of 
Ohio, more than 5,000 hardware 
and toy dealers came to the 
fourth annual fall fair of the 
George Worthington Co., 802 to 
832 St. Clair Avenue, N. W., 
Cleveland, Ohio. 

The whole main floor of the 
building, taking in some 2,000 
square feet, was turned into dis- 
play space for toys and gifts. 
Everything in the toy line from 
a two-inch doll to a miniature 
airport with hangars and _ all, 
from a golf ball to a ten-foot 
toboggan; and for the home, 
everything from a salt shaker to 
an electric refrigerator, were on 
display. 


DISSTON EMPLOYEE HONORED ON 66 YEARS’ SERVICE 


George Metzger, an employee 
of Henry Disston & Sons, Inc., 
Philadelphia, Pa., at its Tacony, 
Pa., plant, recently completed his 
65th year at the Disston plant. 
It is traditional with Disston’s to 
honor outstanding examples of 
loyalty, efficiency and years of 
service with a suitable present. 
Instead of cigars, Mr. Metzger 
said he would prefer a pipe, but 
as he is at the present time the 
oldest, in years of service, of all 
Disston employees, it was deemed 
apprepriate to go a little further 
in honoring his record. 

Consequently at a meeting of 
the company’s directors in July, 
a resolution of appreciation of 
his services was passed. This 
resolution was engrossed and on 
Aug. 4, was presented to Mr. 
Metzger by S. Horace Disston, 
vice-president and general man- 
ager. Mr. Metzger was also given 
the pipe and a check from the 
company as well. A reproduction 
of the scroll is shown. 

As Mr. Metzger has also been 
a member of the Philadelphia 
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Chapter of the American So- 
ciety of Metal for many years, a 
short while ago, by special action 
at a chapter meeting, it was re- 
solved that every member was 
obliged to address him’ as “Dad” 
and to make it a point of doing 
this at every meeting. This was 
announced in the regular monthly 
bulletin issued by the chapter. 
The bulletin also called attention 


to Mr. Metzger’s fine record and 
services to the Disston company. 








S. Horace Disston Presenting a Scroll, Commemorating 66 Years of 
Service, to George Metzger = 
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CRAIG, ASST. V.-PRES. 
OF WHITLOCK CORDAGE 


W. Crawford Craig has become 
associated with the Whitlock 
Cordage Co., 46 South St., New 
York City, as assistant vice-presi- 
dent, in which capacity he will 
take an active interest in all de- 
partments of the business. Mr. 
Craig was formerly vice-president 
and general manager of the Hoo- 
ven & Allison Co., Xenia, Ohio. 

Mr. Craig has served the Hoo- 
ven & Allison Co. as auditor, sec- 
retary, treasurer, vice-president, 
and general manager. In the lat- 
ter capacity he served for seven 
years. During the life of the 
NRA, he served as chairman of 
the binder twine division of the 
cordage industry and for several 
years as a member of the execu- 
tive committee of the Cordage 
Institute. 


SIGNAL ELECTRIC 
TO ADD TO PLANT 


Signal Electric Mfg. Co., Me- 
nominee, Mich., will build a two- 
story addition to its plant at an 
estimated cost of $20,000.  In- 
creased demand for the com- 
pany’s products, necessitating a 
longer peak production is the 
reason for the expansion. The 
new addition will be 79 ft. long 
and 56 ft. wide and in appear- 
ance it will match the present 
plant and will be faced with yel- 
low brick. 

The officers of the Signal Elec- 
tric Mfg. Co. are: John E. Henes, 
president; Fred A. Roper, vice- 
president; O. H. Henes, secre- 
tary-treasurer and general man- 
ager. The directors are: H. F. 
Tideman, Kenilworth, Ill.; Alfred 
A. Henes; Walter E. Henes; Vic- 
tor A. Lundgren; Charles H. 
Law, and J. G. Blahnik, all of 
Menominee. 


ALADDIN INDUSTRIES 
MOVE TO NEW OFFICES 


Aladdin Industries, Inc., has 
leased the entire floor of the 
Brooks Bidg., 223 W. Jackson 
Blvd., Chicago, Ill., for its gen- 
eral offices. The company, which 
manufactures the Aladdin Vac- 
uum bottles, large capacity ther- 
mal containers, Aladdin Kerosene 
(éeal oil) mantle lamp, and 
Aladdin lamps and shades, was 
formerly located at 609 W. Lake 
St., Chicago. The company op- 
erates a manufacturing plant at 
Alexandria, Ind. Occupancy of 
the new general offices is ex- 
pected to take place early in Sep- 
tember. 


RETAIL HARDWARE FIRM 
WISHES TOOL CATALOGS 

Tool Shop Hardware & Sport- 
ing Goods Co., 463-465 Michigan 
Ave., Detroit, Mich., is expand- 





ing its tool department and as 
the firm plans on adding a com- 
plete line of tradesmen’s and 
mechanics’ tools and would like 
manufacturers of tools of all de- 
scriptions to send their catalogs 
and price lists. 





EK HDWE. REPRESENTS 
READING SCREW CO. 


The Ek Hardware Co., Inc., 
manufacturers’ agents of 41 War- 
ren St., New York City, has been 
appointed representative of the 
Reading Screw Co., Norristown, 
Pa., owned and operated by the 
American Screw Co., Providence, 
mT. 

The Ek Hardware Co. will 
carry in stock the entire Reading 
line of iron and brass wood and 
machine screws, stove bolts, tire 
bolts, and escutcheon pins and 
will be in a position to serve its 
customers and trade throughout 
the entire country with these 
items in addition to its line of 
butts, hinges and shelf hardware. 





McKIBBIN HEADS NEW 

WESTINGHOUSE DEPT. 

J. M. McKibbin has been ap- 
pointed manager of a newly-cre- 
ated sales promotion department 
of the Westinghouse Electric & 





J. M. McKIBBIN 


Mfg. Co., Pittsburgh, Pa. All 
apparatus sales promotion oper- 
ations, excepting those of the 
company’s merchandising de- 
partment, will be coordinated un- 
der the new department’s man- 
agement and the activities of dis- 
trict office sales promotion man- 
agers will be directed by Mr. 
McKibbin. There will be no 
change in the advertising depart- 
ment, now under the manage- 
ment of R. R. Davis. 

Mr. McKibbin has been asso- 
ciated with the Westinghouse 
Electric & Mfg. Co. since 1920 
and moves to his new position 
from the post of manager of in- 
dustrial distribution, where his 
work involved sales promotion 
activities. 





CLIFFORD NOW WITH 
FAYETTE R. PLUMB, INC. 





GEO. 0. CLIFFORD 


George O. Clifford has become 
associated with Fayette’ R. 
Plumb, Inc., Philadelphia, Pa., as 
assistant to the president. Mr. 
Clifford formerly was president 
of the Evansville Tool Works, 
Evansville, Ind., which position 
he resigned to become associated 
with Fayette R. Plumb, Inc. 

Mr. Clifford is a graduate of 
Wabash College and of the 
Massachusetts Institute of Tech- 
nology. His early experience was 
in the development department of 
the Goodyear Tire and Rubber 
Co. For the past 12 years he 
has been with the Evansville Tool 
Works, first as superintendent 
and factory manager and for the 
last five years as president and 
general manager. He is also 
vice-president of the Franklin 
Bank and Trust Co. of Evansville, 
Ind. 

SEEKS CUTLERY 
LINE FOR CHILE 


Ben A. Cooper, sales agent, 
operating on a commission basis, 
is interested in taking on a line 
of cutlery, complete sets in both 
nickel and silver. Mr. Cooper’s 
address is Casilla 2544, Santiago, 
Chile. 


VETERAN HARDWARE MAN 
BEATS HIS AGE AT GOLF 


Proving that a man is as young 
as he feels, Frank Van Deren, 77 
years young, shot a 75 for 18 
holes recently at the Lexington 
Country Club, Lexington, Ky., 
making a record, which he had 
sought for a long time—to equal 
or better his own age in the num- 
ber of strokes to shoot 18 holes. 

In company with three friends, 
Mr. Van Deren completed the 
course in two strokes under his 
age. He shot the first nine in 
37 and the final in 38. 

Mr. Van Deren, who celebrated 
his 77th birthday last September, 
is associated with the Van Deren 
Hardware Co., wholesale and 
import, Lexington. 





WATERPROOF PAINT CO. 
ADDS TO SALES STAFF 


Henry L. Barnay has recently 
been added to the sales force of 
the Waterproof Paint & Varnish 
Co., Watertown, Mass. He will 
handle Maine sales for the entire 
Waterproof line, including house 
paints, interior finishes, enamels, 
varnishes, roof coatings, and 
many paint specialties. An addi- 
tional responsibility will be the 
developing of Waterproof’s new 
merchandising program for deal- 
ers in Maine. 

For several years Mr. Barnay 
was sales manager of S. C. John- 
son & Son, Racine, Wis. In 1933 
he became affiliated with the 
Mystic Wax Co., Bedford, Mass., 
in a sales capacity. He has spent 
many years selling waxes, chem- 
icals, and paints in New England. 





METROPOLITAN HARD- 
WARE BANQUET 
NOV. 17, 1936 
There will be a Metropolitan 
Hardware Banquet again this 
year. The date has been an- 
nounced as Tuesday, Nov. 17, 
1936, at the Hotel Commodore, 
New York City. H. A. Cornell, 
96 Clinton St., Brooklyn, N. Y., 
is again general chairman and 
will shortly announce his dinner 
committee and other details. In 
the meantime, any inquiries for 
table reservations may be sent 

direct to Mr. Cornell. 





GEIL, WESTERN MANAGER 
FOR ALL-STEEL-EQUIP 


Going more intensively into the 
office equipment field than ever 
before, All-Steel-Equip Co., Inc., 
Aurora, Ill., has appointed Les- 
ter L. Geil, Seattle, Wash., as 
western manager of its office 
equipment division. Mr. Geil, 
whose territory will include most 
of the Northwest, will devote his 
efforts exclusively to the promo- 
tion of the company’s steel storage 
cabinets and files, notably the new 
“Aurora” file line. 

Mr. Geil has been in the office 
furniture business for the past 15 
years. For 10 years after the war, 
he was in the retail business, op- 
erating in Portland, Seattle, and 
San Francisco. For the past five 
years, he has been a manufac- 
turer’s representative, handling 
the Wabash line and the “Au- 
rora” line. 

CHI-NAMEL PAINT CO. 
PROMOTES R. B. WILSON 


Rex B. Wilson, one of the out- 
standing salesmen for The Chi- 
Namel Paint & Varnish Co., 43 
E. Ohio St., Chicago, IIL. for the 
past two years, has been ap- 
pointed assistant sales manager. 
He will supervise all field activi- 
ties. 
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MARSHALL-WELLS COMPANY 
CELEBRATES GOLDEN JUBILEE 


This year nearly one thousand 
associated stores celebrate with 
the Marshall-Wells Co., Duluth, 
Minn., its Golden Jubilee. 


To the organizers of A. B. | 


Chapin & Co., who in 1886 
opened a wholesale hardware in 
the little frame building shown 
in the illustration, there appeared 
no vision of the huge organiza- 
tion, which in the space of 50 


years would spread a chain of | 
| shall-Wells conceived and devel- 
| oped a complete and workable 
/ merchandising wholesaler - dealer 


fourteen wholesale offices from 
Duluth to serve the Northwest 
from upper Michigan to Alaska, 
from northern California to Hud- 
son Bay. 

In 1893 when A. M. Marshall 
purchased a controlling interest 
and changed the name to Mar- 


people, the company through 
years of affluence and years of 
depression, extended its service 
to keep pace with the needs of 
newly opened territories. Its 
story is that not so much of a 
single business as of the vast in- 
land empire it helped to develop. 

When the rapid expansion of 
chain distribution during the 
°20’s threatened the independent 
merchant with destruction, Mar- 


program to enable the indepen- 


| dent hardware dealer to buy as 
| economically, advertise and sell 


shall-Wells Company, the devel- | 
opment of the Northwest was | 


just beginning. With faith in 
the future of the country and its 


as efficiently as his chain com- 
petitors. The success of that 
program, as much as the impor- 
tant contribution of the company 
to the Northwest, is celebrated 
in this Golden Jubilee. 





ENTIRE CITY JOINS IN HONORING 
W. J. BALLANTINE FOR 26 YEARS OF SERVICE 


Citizens of Warsaw, N. Y., re- 
cently manifested their apprecia- 
tion of the services of W. J. 
Ballantine, president of the Bal- 
lantine Hardware Co. of that city 
with a testimonial dinner in 
honor of his 26 years as secre- 
tary of the Warsaw Improvement 
Co. 

At a recent election of officers 
of the Improvement company, 
Mr. Ballantine, the last of the 
original officers elected 26 years 
ago, when the company was or- 
ganized, asked to be excused 
from further service. During 
that period he had rendered the 
arduous duties of a secretary of 
a financial corporation without 
any compensation whatsoever. 

Although the invitations to the 
testimonial dinner, sponsored by 
the board of directors of the Im- 
provement Co., were wholly in- 
formal, by telephone and word of 
mouth, approximately 80 of War- 
saw’s most representative citizens 
gathered to take part in a recog- 
nition of Mr. Ballantine’s record 
of service to the village of War- 
saw. Many laudatory remarks 
were made and on behalf of the 
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W. J. BALLANTINE 


Warsaw Improvement Co., Mr. 
Ballantine was presented with a 
handsome gold, 23-jeweled watch. 

The Warsaw Improvement Co. 
is an institution of which War- 
saw is proud. About 26 years 
ago the business men of the vil- 
lage in planning a means to 
improve the commercial condi- 
tion there, organized a_ stock 
company and purchased 65 acres 
of vaeant land, to be used, what 





was needed of it, for industrial 
purposes, and for any other pur- 
poses to promote the village. 
Since then, the company has 
been instrumental in making 
many improvements. During the 
recent bank holiday, the com- 


pany provided a scrip plan which 
gave to the business men of War- 
saw and vicinity a means with 
which to carry on business. The 
company operates along the lines 
of a chamber of commerce but 
is more extensive in its scope. 





HARDWARE MAN 


John S. North is president of 
the North Bros. Mfg. Co., Phila- 
delphia, Pa., but from Sept. 3, 
1936, until the middle of Janu- 
ary, 1937, he is just a plain 
member of the crew of the good 
ship “Wonder Bird,” a _ wind- 
jammer without an auxiliary mo- 
tor. From a German seaport, 


the sailboat shown here sets sail 
for Tangier, Africa, Rio de Jan- 
America, 


iero, South down 





JOHN S. NORTH 


around Cape Horn and then up 
to Los Angeles and San Fran- 
cisco. John and several friends 
make up the crew and are taking 
the trip of a lifetime about 
which all had often dreamed but 
hardly expected to realize. In a 
letter to HARDWARE AGE, on the 
eve of his sailing from New York 
to Germany to “join his ship,” 
Mr. North says of his plans: 
“*Greenhorns’ like myself are 





GOES A’SAILING! 


signed up as crew and the cap- 
tain’s idea is to see if he can 
make something out of us_be- 
tween Tangier, Africa, and Rio. 
If he feels we are then able to 
take it, we set sail from Rio 
down around Cape Horn and up 
to Valparaiso, planning to arrive 
there somewhere around Dec. 1, 
but these old windjammers with- 
out any auxiliary power don’t 
guarantee their dates of arrival 
the way the Normandie does. 
From there we leave for Los An- 
geles and San Francisco—sup- 
posedly arriving along toward 
the end of January. 

“Thinking it may be of inter- 
est to you, I am enclosing a post 
card showing the boat, which is 
the very finest type ship one 
could have for this kind of a 
trip. It is an old German pilot 
boat about 90 ft. long—140 tons. 

“If this outline of the trip ap- 
peals to you, you better go out 
and buy a couple of southwest- 
ers and come along. I think I 
can guarantee that both of us 
will require less leather in our 
belts when we get home. 

“Kindest regards and hoping 
you have a merry Christmas and 
a conservative New Year, etc.” 

Any readers of HarpwARE AGE 
wishing this intrepid sailor to 
bring back totem poles, wildcats, 
lions, sea-horses or anything else 
available from the strange ports 
of the world can address their 
requests to him care of this pub- 
lication, from which point such 
requests will be forwarded to 
him. 





The ‘Wonder Bird” from Prank Vining Smith's Painting 
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“Hardware Age Special” Leaves 
Chicago 10:20 A.M. on Saturday, 
October 17, 1936 Connections En Route 


Earlier schedule permits better connections from 
Cleveland, Detroit, Mansfield, St. Louis, Indianapolis, 
Louisville, Cincinnati, Columbus and other points 
En Route. Arrival at Atlantic City, N. J., Sunday 
morning, October 18. Through air-conditioned all Pull- 
man train via Pennsylvania Railroad without changes 


at North Philadelphia. 


The 1936 Hakpware AGE.Spe- 
cial will leave Chicago on Satur- 
day, Oct. 17, 1936, at 10:20 a.m., 
arriving in Atlantic City, N. J., 
on Sunday morning, Oct. 18, 
about 9:30. This provides a full 
two days at this Jersey resort 
before the opening of the con- 
vention on Monday night, Oct. 
20. This schedule is an hour and 
forty minutes earlier departure 
from Chicago to permit daylight 
connections in the early after- 
noon for the special through cars 
of hardware delegates coming 
from St. Indianapolis, 
Louisville, Cincinnati, Columbus. 


Louis, 


Cleveland, Detroit, Mansfield, 
Pittsburgh and _ other points 
along the route. This special 


train will again be a through 
train without the annoyance of 
changing trains and moving bag- 
gage at North Philadelphia. All 
Pullman cars and first class mod- 
ern, air conditioned cars have 
been provided. 

There will be no reduced con- 
vention round trip fares this 
year in view of the recently re- 
duced rate of 3 cents per mile 


for Pullman travel. 


The tentative schedule calls 
for connections as follows (on 
Saturday, Oct. 17, 1936): De- 


troit, 1:01 p.m.; Mansfield, 4:16 
p.m.; Alliance, 6:35 p.m.; Cleve- 
land, 5 p.m., and Pittsburgh at 
8 p.m. Other details will be an- 
nounced later both in these 


news columns and through spe- 












cial folders and letters to hard- 
ware manufacturers and whole- 
salers planning to attend the At- 
lantic City convention of the man- 
ufacturers and wholesalers. 
Special reservations have been 
arranged for family parties and 
all Pennsylvania agents or other 
regular travel agencies can route 
delegates and their families via 
HarpwarE AcE Special 
through any of the points men- 
The Pennsylvania Rail- 
road will again provide special 
table d’hote meals and a la carte 
service. in 
charge of capable stewards. 
Delegates experiencing any 
difficulty in connecting up with 
this special through train are in- 
vited to write this publication. 


the 


tioned. 


two dining cars in 





BUILDERS HARDWARE 
MEN AT ST. LOUIS, 
SEPT. 23-25 


The third annual convention of 


the National Association of 
Builders’ Hardware Distributors 
will be held at the Coronado 


Hotel, St. Louis, Mo.. Wednes- 
day, Sept. 23, to Friday, Sept. 





25, 1936, inclusive. Many man- 
ufacturers will meet with leading 
distributors from all parts of the 
country. All discussions will be 
focused on problems of mutual! 
interest between producers ani 
distributors of builders’ hard 
ware, toward which end an in- 
formative program has been ar- 
ranged. Interested manufacturer- 
and distributors are invited to at- 
tend. Further details are avail 
able from J. H. Dumbell, presi- 
dent of the association who may 
be addressed at 225 Federal St. 
N. S., Pittsburgh, Pa. 











The recently remodelled offices of the American Hardware and 
Supply Co., Terminal Way, Pittsburgh, which double the firm’s 





former office space. 





EXPECT QUOTA OF 176 PLAYERS AT GOLF TOURNEY, SEPT. 17-19 


Registrations for the llth an- 
nual tournament of the Hard- 
ware Golf Association at the 
Elms Hotel, Excelsior Springs, 
Mo., Sept. 17, 18 and 19, are 
coming in faster than any year 
The association expects 
full quota of 176 
players and indications point to 
from 50 to 75 present who will 
not play any golf. 

The number of golf entries 
are limited this year to 176 play- 
ers. As there are only 18 holes 
on which to play, the board of 
directors of the association in or- 


before. 
to have a 





der to avoid undue congestion 
and delay, limit the 
membership to representatives of 
firms, who are members of hard- 
ware wholesale, mill supply 
wholesale, and hardware manu- 
There will 
be no limit on non-golfing mem- 
bers. 

The tournament committee will 
accept all wholesale entries but 
‘will reserve the right to limit 
the number of players represent- 
ing the same manufacturer if the 
total exceeds 176. 

Membership of the Hardware 
Golf Association has been grow- 
ing rapidly since its organiza- 
tion, and since golf facilities at 
Excelsior Springs are limited to 
18 holes, the association has been 


voted to 


facturer associations. 





trying to gt the city officials, 





who are now operating the pres- 
ent course, to open up at least 
another nine holes. It is hoped 
that by next year the association 
will have been successful in ob- 
taining nine or 18 holes more 
golf so that many more players 
can be accommodated. 

All those eligible, who wish 
to make reservations for the 
tournament should contact R. A. 
Sundvahl, secretary-treasurer of 
the association, at 321 W. Ran- 
dolph St., Chicago, Ill. The golf 
membership fee is $5.00 per per- 
son and the non-golf membership 
fee is $3.00 per person. All fees 
collected go to defray the ex- 
penses and to buy prizes. 





ACKNOWLEDGMENT 


Acknowledgment is made here 
to the Lobdell-Emery Mfg. Co.. 
Alma, Mich., for the illustration- 
used on pages 32 and 33 of the 
Aug. 13, 1936, issues of Harp- 
warE Ace. These illustration- 
showing the development of . the 
bicycle during the past fifty 
years were used in connection 
with a story by Walter Bardget' 
entitled “The Golden Jubilee of 
the Bicycle.” 
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*POLAROIO; NEW GLASS RECENTLY | 

INVENTED BY E.H.LAND WILL HAVE | 
4, APPROXIMATELY 800 LIGES.... 
AMONG OTHER THINGS THE L/SE 
OF POLAROID” WILL ELIMIKMATE THE 
GLARE OF ALTO HEROLIGHTS, AKIO 
MAKE POSSIBLE ‘ONE-WAY WINDOWS, 

WHICH EXIABLES ONE TO SEE 

OLIT WITHOLIT BEING 
SEEM 
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TABLE PLIERS ARE THE CREATION OF 


AN ALGONASG, MICH, INVENTOR... - 
THEY ARE DESIGNED TO HOLD THE 
THANK SGIVIG TURKEY OX THE 

PLATTER WITHOUT SLIPPING 
AROUND 
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ERNEST BIEGAZSKI , BUFFALO,NN., 


XZEROSENE TINS ARE UGED 
ye FOR STOVES BY NATIVES IN 
MANY PARTS OF THE WORLD... - 
AR HOLE 1S CUT I THE BOTTOM (OR DRAFT 
ANB THE TOP /§ REMOVED AKO A GRATE 
PLACED THEREON 








HAS OUTFITTED AN OVERSIZED 

BARREL WITH A SAIL AND KEEL 

AND PLANS A TRANG~ATLANTIC 
CROSSING IN IT 
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ADVANCES BECOMING EFFECTIVE 
Household Brooms 
Some Brass and Steel Wood Screws 

Some Small Size Hexagon 
Head Cap Screws 

Night Latches 

Some Copper and Part Copper 


Turpentine 


Wash Boilers 


Some Large Size Hexagon 

Head Cap Screws 

Special 200 Proof Alcohol 
10 qt. Enameled Combinets 


Range Boilers 


Bench Oilers 
Black Finish Outlet Boxes, Etc. 


DECLINES BECOMING EFFECTIVE 


Sept. 10 
1936 


Some Types and Makes of Mazda Auto, 


Radio and Special Large Lamps 


Non-Metallic Conduit 


ADVANCES ANTICIPATED 


Paint Brushes 
Garden Hose 

Range Boilers 
Galvanized Sheets, Wire 
Products and Bars 


Reductions amounting to 20 
per cent on the average automobile 
headlight Mazda lamps, were an- 
nounced, effective Sept. 1, by the 
Westinghouse Lamp Co., 150 Broad- 
way, New York City. Other minia- 
ture lamps to enjoy price reductions 
are those for side and rear lights 
and radio panel lamps. Prices are 
also reduced on a few special types 
of large lamps, such as those used 
in airwgy, beacons, floodlight and 
spotlight equipment. 

* * # 


Outlet boxes, switch boxes, 
and covers, in the black finish, ad- 
vanced 5 to 74% per cent Sept. 1. 
Black is now only about 5 per cent 
less expensive than galvanized. Non- 
metallic conduit, or loom, has taken 
a sharp drop. There is some 
strengthening of prices on inexpen- 
sive fuse plugs, annunciator wire 
and lamp cord. 

* * * 

Early news about garden hose 
for the 1937 season indicates that 
there is a probability that the manu- 
facturers will ask a sharp advance 
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Household Brooms 
Stove Pipe and Elbows 


of perhaps 25 per cent on compeii- 
tive quality braided hose, with about 
a 10 per cent mark-up on the gen- 
eral line. Quantity discounts are 
being established for larger orders. 
No information is as yet available 
on prices for all-rubber hose. 
* * * 

Turpentine prices advanced 

2 cents per gallon on Aug. 8, on 


She Handwarn (J 


Of Craly 


HOW'S the 


which date linseed oil went up 114 
cents. * * * 


Paint brush prices, as af- 
fected by the Chinese bristle situ- 
ation, have been mentioned several 
times in these reports recently. The 
following bulletin was issued Aug. 8 
by the Rubberset Company to their 
trade: 


“Effective as of today, Aug. 8, all 
prices on paint brushes are hereby 
withdrawn. All prices on and after 
this date up until Sept. 1, at which 
time a new price list will be issued, 
will be quoted from this office or 
through our representatives. Condi- 
tions in the Chinese market, over 
which we have no control, compel us 
to make this withdrawal. Any orders 
received on or after Aug. 10 are sub- 
ject to acceptance at this office. You 
can rest assured that any quotations 
made between now and Sept. 1 will 
be on the same low basis as _ before, 
considering present market conditions.” 


* * * 

Household brooms have been 
advanced an average of about 10 
per cent, with some makers limiting 
the proportion of the least expen- 
sive qualities they will sell, and 
insisting upon a proportion of the 
higher-priced numbers. This year’s 
drouth has reduced the broom-corn 
crop to a third (or less) of a normal 
yield, and quotations have gone up 
about $100 per ton. It is more than 
likely that further advances on 
brooms may be found necessary. 

* & & 
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Mazda automobile lamps were re- 
duced approximately 13 per cent, as 
of Sept. 1, by the Incandescent 
Lamp Department of General Elec- 
tric Co., Cleveland, Ohio. This in- 





cludes bulbs for headlight purposes 
on all cars, both old and new, and 
for stop light and parking. Also 
effective was an all-over reduction of 
more than 10 per cent in the list 





WHOLESALE HARDWARE COLLECTIONS 


NEW YORK—tThe per cent of 
wholesale hardware charge ac- 
counts outstanding June 30, 1936, 
collected in July was 47.4 per cent 
in 1935, and 47 per cent in 1936. 


RICHMOND—tThe percentage of 
July 1, 1936, wholesale hardware 
receivables collected during the 
month was 47.3 per cent. 


PHILADELPHIA—The ratio of 
collections to receivables in July, 
1936, was 53, in June, 1936, was 
55, and in July, 1935, was 43. 


CHICAGO—The per. cent of 
change from July, 1935, in whole- 
sale hardware accounts outstand- 
ing was plus 23.3 per cent and 
collections were plus 23.4, while 
the ratio of accounts outstanding 
to net sales was 157.9. 


ST. LOUIS—General collections 
during July reflected a_ slight 
showing down as contrasted with 
recent months. Representative in- 
terests reported on July collections 
as follows: fair 38.3 per cent; good 
55.6 per cent; excellent 3.6 per 
cent, and poor 2.5 per cent. 


SAN FRANCISCO—The percent- 
age of wholesale hardware collec- 
tions during July to the total 
amount due from customers (out- 
standing) on first of month was 
51.0 per cent in July, 1936, and 
44.0 per cent in July, 1935. 


DALLAS—The ratio of wholesale 
hardware collections during July 
to accounts and notes outstanding 
in June, 1936, was 49.6 per cent. 


MINNEAPOLIS—Wholesale hard- 
ware accounts and notes receivable 
on July 31, were unchanged from 
the same date last year. 


KANSAS CITY—Wholesale hard- 
ware accounts collected in July, 
1936, were plus 26.5 per cent as 
compared to July, 1935. 


ATLANTA—The wholesale hard- 
ware collection ratio was 50.1 per 
cent in July, 1936; 41.7 per cent 
in June, 1936, and 35.5 per cent in 
July, 1935. 


CLEVELAND—Wholesale _ collec- 
tions were generally good through- 
out the district in July. 





Per Cent of Increase or Decrease in 1936 
Wholesale Hardware SALES as C d 


ad Cent of Increase or Decrease in 1936 





With Corresponding Months of 1935. 
(National Averages.) 
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le Hardware STOCKS as Compared 
With Corresponding Months of 1935. 
(National Averages.) 





HARDWARE Business ? 


price of seven inside-frosted silvered 
bowl Mazda lamps and 12 large-size 
lamps designed for spotlight, flood- 
lighting and motion picture produc- 
tion service. 

* * * 

Leading makers of wood 
screws issued new discounts about 
Aug. 15, including an average ad- 
vance of about 5 per cent on the 
better-selling styles, both steel and 
brass. In February a small advance 
had taken place, and last November 
there was a sharp mark-up, with 
complete changes in all lists and 
discounts. 

* * + 

On standard hexagon head 
cap screws, both U.S.S. and S.A.E. 
threads, new lists were adopted, ef- 
fective Aug. 17, and new discounts 
applying thereto. The nets are 
slightly reduced on some small sizes 
and slightly advanced on some 
larger sizes, but the average result 
of the change is around 2 per cent 
higher. * & *& 


Denatured alcohol prices for 
fall and winter to the retail dealer 
have been announced, at 40 cents 
per gallon in drums, throughout the 
central territory. A year ago the 
price opened at 49 cents, which de- 
clined to 44 cents Dec. 19, and 
finally to 40 cents on Jan. 1, so the 
schedule starts in for the new sea- 
son exactly where it left off for the 
old. Special 200 proof alcohol is 
54 cents per gallon in drums, or 
1 cent less than it was last year. 
Future orders have been coming in 
slowly, but considerable activity is 
of course expected, from now on. 

x * * 


Prices on lead traps and 
bends, and drum traps, have re- 
cently been reflecting a weaker ten- 
dency. as i 


The 1936 season will show 
very large sales totals of stove pipe 
and elbows, though prices have been 
so low as to leave small margins, 
or none, for manufacturers and job- 
bers. Several makers have with- 
drawn quotations, and are endea- 
voring to re-establish prices at about 
the official opening levels in effect 
early in 1936. These were about 
1 cent per joint higher on pipe, 





63 








and 10 cents per dozen higher on 
elbows, than recent “specials.” 
* . * 

New quotations have been put 
out on night latches and deadlocks, 
at 5 to 10 per cent advance. Quo- 
tations on these lines had not been 
affected by the several increases 
during the past several months on 
other types of lock hardware. 
Makers of sash balances raised their 
prices 10 per cent, effective Sept. 1. 

* * * 

A_ very small increase on 
range boilers, 2 to 5 cents each, 
was announced recently, chiefly to 
level off the market. If this effort 
is successful, there is probability of 
a more substantial advance, to fol- 
low, and jobbers have been laying 
in supplies rather freely. 

* & # 

Some makers have advanced 
their prices on copper, and_part- 
copper wash boilers, and are talking 
of the necessity of still further in- 
creases. Ten-quart enameled combi- 
nets have declined 25 cents per 


dozen. Bench oilers have been 
marked up an average of 10 per 
cent. * * * 


Shipments by Barton Corp., 
West Bend, Wis., makers of house- 
hold washers and ironers, showed 
an increase of 103 per cent in the 
first seven months of this year com- 
pared to the same period of 1935. A 
steadily increasing number of sales 
is being made in the higher price 
levels, reports the company. 

* * * 

Approximately 30 per cent 
gain in sales for the first seven 
months of 1936 over the same period 
in 1935 was reported by the Ameri- 
can Catalin Corp., manufacturers of 
plastics, New York City. Plant ca- 
pacity has been expanded by about 
25 per cent during the year. 

oe 

Oil burner shipments for the 
frst 10 months of the current fiscal 
year ending July 31, made by Kel- 
vinator Corp., Detroit, Mich., ex- 
ceeded by 75 per cent the shipments 
for the entire previous fiscal year. 
July shipments of Kelvinator com- 
mercial refrigeration reflected an in- 
crease of 54 per cent over shipments 
for the corresponding month of 
1935, while shipments for the 10 
months’ fiscal period ending July 31 
as compared with the same _ period 
last year showed an increase cf 
14.8 per cent. Total shipments of 
Kelvinator refrigeration products for 
the same fiscal period ending July 
31, 1936, reflected an increase of” 
33.8 per cent over the corresponding 


period of 1935. 
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“The decline in prices on Big 
Ben Loud Alarm Clocks, in both 
plain and luminous dial models an- 
nounced by Western Clock Co., La 
Salle, Ill., was a reduction in prices 
to the wholesaler and to the retailer. 
It was incorrectly stated in the Aug. 
13 issue of HARDWARE AGE that con- 
sumer prices on the plain dial model 
had been already dropped from 
$2.95 to $2.45 and that the price to 
the consumer for the luminous dial 
clock had declined from $3.95 to 
$3.45 each. Declines in the prices 
of these two models to the consumer 
will not be effective nor announced 
until Oct. 6. Until the time of the 
initial consumer announcement 
these Big Ben Loud Alarm Clocks 
will continue to carry the present 
consumer price. Except for a minor 
change in the finish on the edge of 
the base of these two models the 
change in price did not effect the 
construction or standards of work- 
manship. No revision was made in 
the price schedules of the Big Ben 
Chime Alarm nor the Baby Ben. 
The newly scheduled prices to re- 
tailers were effective at the time ot 
the announcement. 

* * * 

Retail radio sales in the first 
half of 1936 established an all-time 
high record both in the number of 
sets sold and in dollar volume, ac- 
cording to a recent Dun survey. The 
average gain over a year ago was 
estimated at 15 to 30 per cent. Out- 
put of automobile radios in the first 
six months equaled the total pro- 
duction in 1935. Based on the 1935 
peak volume of 5,275,000 radios 
manufactured, trade estimates put 
1936 production at approximately 
6,000,000 units, with new instru- 
ments now being turned out at the 
fastest rate in the industry’s history. 

* & 1% 

In the glass industry summer 
sales have not only forecast a most 
active fall trade, but have actually 
produced manufacturing and sales 
records not reached in any com- 
parable period of recent years. The 
American Glass Review stated: 


“Without doubt, the flat glass trade 
is enjoying its most active summer 
since 1930. Already the monthly ship- 
ments of plate glass since the first of 
the year have reached an all-time 


record.” 
* * 


Wallpaper sales have likewise 
gained, the rollage turned out during 
the first six months being greater 
by 10 to 15 per cent than a year 
ago, with orders for the better 
grades at a six-year high. With 
distributors, wallpaper sales went 
above the 1935 figures by 15 to 20 
per cent with the usual mid-summer 
decline nearly absent. 


The automobile tire industry 
is having its best year since 1930, 
part of the improvement being at- 
tributed to the better price situation. 
Indications point to 1936 production 
of 51,000,000 tires, as compared to 
a top estimate of 48,000,000 mad: 
earlier in the season. 
* * * 


Early lawn mower sales for 
1937 have been very slow, probably 
at about half the volume of last 
year’s early ordering. Dry weather 
affected the movement of the re- 
tailers’ stocks during this summer, 
but recent heavy rains have stimu- 
lated the late demand. It may be 
that the carry-over will be more 
moderate than expected. 

* & & 


Passing the million mark for 
the first time in the history of the 
washing machine industry  ship- 
ments of household models in the 
first seven months of 1936 totaled 
1,030,549. This figure tops all but 
two full vears, 1934 and 1935, and 
is an increase of 28 per cent over 
the same period for 1935, according 
to reports issued by the American 
Washing Machine Manufacturers 
Association. Shipments of ironers 
during the period set a record, being 
102,988, or an increase of 29 per 
cent over the same period in 1935. 

* * & 


Heavy rains and cool weather 
in many agricultural areas have 
speeded up consumer purchases of 
hardware lines, and have encouraged 
merchants to release more orders. 
August has seen a great flow of fall 
buying as prices have strengthened. 
with several advances announced— 
and more expected—and with de- 
livery delays already appearing. 
Many observers confidently prophesy 
a real shortage of some fall season- 
able lines, where manufacturers 
have geared their plants to conserva- 
tive operations, and cannot care 
promptly for the increased buying 
which seems assured. Labor and 
material costs are slowly mounting, 
and trained workers for some proc- 
esses cannot be had on short notice. 
The largest merchandising compa- 
nies of the country, wholesalers, 
mail-order firms and department 
stores, are preparing for a period 
of moderately higher prices, and of 
some scarcity of supply. 

+ + 


From all sources come re- 
ports of the great improvement this 
year in the demand for “luxury” 
goods. An interesting recent survey 
of seven key lines affected by “pros- 
perity buying” finds all seven gained 
in the first half of this year, above 
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but the WORLD'S a. MAGAZINE 


is double the size of the second biggest! 


HE CIRCULATION of The American Weekly luxuries of life—the quickest, surest way for retailers 
has reached an all-time high of 5,858,468 forthesix to faster turnover and greater profits. 


months ending March 31st, 1936, topping the circula- , 
tion of the second biggest magazine by two to one! What The American Weekly is 








In 624 of the nation’s 3,074 counties are a// the cities The American Weekly is the largest magazine in the 
of 10,000 or more population. In these 624 counties world. It is distributed through the 17 great Hearst 
live 68% of all the country’s families; in them are Sunday Newspapers. In 627 of America’s 995 towns 
made 81% of a// retail sales. And in these big-buying and cities of 10,000 population and over, The Ameri- 
areas The American Weekly concentrates 87% of can Weekly concentrates 67% of its circulation. 

its sales-multiplying In each of 174 cities, it reaches better than 
circulation! one out of every two families 

Advertising in The In 144 more cities, 40 to 50% of the families 
In an additional 134 cities, 30 to 40% 


American Weekly is by 
In another 175 cities, 20 to 30% 


far the greatest mass- 
selling support that can. ... and, in addition, more than 2,000,000 families in 
be given retailers of the thousands of other communities, large and small, 
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the corresponding period of 1935, 
with sporting goods and luggage 
showing the largest increases. The 
same trend has continued for July 
and August. 

* * * 

Building betterment is doing 
great things for the hardware stores. 
Roofing and paints, tools and build- 
ers’ hardware, are all selling with 
more freedom, and with the better 
qualities predominating. Plumbing 
accessories and major items of 
kitchen equipment are making re- 
markable gains. Hardware mer- 
chants who have connected with 
aggressive sources of supply, and 
who are maintaining sufficient and 
modern stocks, are proving them- 
selves able competitors of the earlier 
starters, in the distribution of these 
large-volume lines. 

a * * 

Latest estimates of all retail 
sales, for the third August week, 
show particularly good increases in 
the South, Southwest and Far West. 
The gain over the preceding week, 
due to better weather, was figured 
at 2 to 5 per cent, and over the 
similar 1935 week, at 12 to 15 per 
cent. Dun comments on the notable 
jump in the pre-ordering of fall 
supplies, in all lines, stating that 
future orders and advance commit- 
ments increased over the 1935 week 
by 10 to as much as 45 per cent, 
with the average gain somewhere 
between 18 and 22 per ceut. 

* * * 

Steel output last week was 
estimated at 71.5 per cent of ca- 
pacity, compared with 71.4 per cent 
the previous month and 45.8 per 
cent a year ago. A good flow of new 
specifications to supply miscellane- 
ous demand was effective in estab- 
lishing this gain, despite a decline 
in automobile production. Shut- 
downs of motor car plants for 
change-overs to new models will be 
brief and will only have a tempo- 
rary effect on steel shipments. Rail- 
roads are doing considerable car 
repair work, in anticipation of 
heavier traffic this fall, and there is 
an increasing demand for new 
equipment. The high rate of tin- 
plate consumption to be fabricated 
into cans has been a steadying fac- 
tor, while a number of sheet pro- 
ducers are very busy. Delivery prom- 
ises on some classes of sheets range 
from six to eight weeks. 

« * * 

There is at present no au- 
thoritative basis for predicting that 
steel prices generally will be in- 
creased, but the subject is being 
very seriously considered, especially 
in view of the demands of some 
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steel workers for higher wages. A 
wage increase would necessitate 
price advances in steel, and steel 
manufactures. Higher scrap prices, 
reaching recently a new peak since 
1930, have already added about 
$2.00 a ton to the cost of raw steel. 
The Iron Age feels that present in- 
dications point to some price in- 
creases, particularly on galvanized 
sheets, wire products and bars. 
Electrical sheets have already been 
advanced $2.00 a ton for the fourth 
quarter. Export prices on plate were 
advanced $1.00 a ton. Current prices 
on standard rails, however, were ex- 
tended until November 1 and for 
shipment until the end of next year. 
* * * 


Copper has enjoyed a fine 
demand in recent months, and July 
statistics constituted about the most 
bullish statement released in many 
months. Aside from showing a large 
reduction of 26,600 tons in world 
stocks, consumption made ‘a further 
increase of 3,700 tons to a peak for 
the recovery period. In the first 
seven months of 1936, sales of do- 
mestic copper amounted to more 
than 500,000 tons, or 113 per cent 
more than sold in the same period 
last year. For a while, it seemed 
that certain endeavors to bull the 
market would carry domestic copper 
prices to a further advance, but this 
tendency has been strongly resisted 
by leading producers. Efforts wili be 
made, by increasing output, to main- 
tain the present level of 934 cents. 

* * * 

A summer which has estab- 
lished a notable business record is 
merging into a very promising fall. 
The most optimistic of observers, in 
June, were willing to concede that 
the “usual summer slump” must be 
expected, but no general recession 
has materialized. No discourage- 
ment of politics, heat or severe 
drouth has halted the vigorous 
march of retail trade, automobile 
selling, carloadings, steel output, 
building betterment, or farm pros- 
perity. The veterans’ bonus was an 
undoubted stimulant, but under- 
lying all has been the re-birth of 
the people’s courage and determina- 
tion. Men and women have taken 
themselves and their problems vig- 
orously in hand, and are winning 
through. Defeatism has disappeared 
from the business world, and a fight- 
ing spirit once more prevails. There 
is no national hoarding. Though 
savings deposits are mounting, the 
people are spending for travel, en- 
joyment and better living. 

* * # 

Railroad freight traffic drop- 

ped slightly in the August 22 week, 


from the week preceding, but re- 
mained much better than a year ago. 
Shipments totaled 734,973 cars, or 
109,199 cars over last year, and the 
largest for any corresponding week 
since 1931. Responsible for the dip 
from mid-August were coal, grain 
and ore. General merchandise ship- 
ments and other classifications con- 
tinued upward. The roads are doing 
splendidly, also, on passenger travel, 
and are themselves now “sold” on 
the effects of their reduction in 


fares. * * * 


Sales of paint lines are main- 
taining their uptrend, which has 
been uninterrupted for more than 
three years — seasons considered. 
June totals, the latest officially re- 
ported, were 19.6 per cent ahead 
of 1929. Most manufacturers have 
maintained heavy production during 
July and August, to build up their 
low inventories. An extremely short 
drouth crop (perhaps four million 
bushels) of domestic flaxseed will 
necessitate the importation of some 
25 million bushels to supply the 
actual consumption, for linseed oil, 
during the year. Only the heavy 
output of last season, and the liberal 
stocks carried over by the crushers, 
have prevented a rise in linseed oil 
prices, even sharper than the 10% 
cents per gallon (or 13 per cent) 
increase added during this summer. 
Production during the 1935-1936 
season gained 25 per cent, while 
production and consumption of other 
drying oils more than doubled that 
of the preceding year. 

* * * 

Building construction work 
started in the 37 states east of the 
Rocky Mountains during July was 
larger in volume than for any month 
since June, 1931, according to F. W. 
Dodge Corporation. The July total 
was $294,834,000, and exceeded any 
other July since 1930. The similar 
figure for July, 1935, was only $159,- 
257,500. Of the July, 1936 total, 
$72,093,600 was for residential 
building; $96,125,200 for non-resi- 
dential buildings of all descriptions; 
and $126,615,000 for engineering 


jobs. 
* * * 


In the industrial field, there is 
much persistence in the improve- 
ment shown by the durable lines, or 
so-called “heavy” divisions. Stand- 
ard Statistics, Inc., reports July op- 
erations averaged 87 per cent of 
1926 “normal,” and in tabulating the 
second quarter earnings of 256 cor- 
porations, notes an average gain of 
some 70 per cent over the similar 
1935 period. For the first half-year 
the gain averaged 54 per cent. This 

(Continued on page 86) 
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‘Look here, young man, I haven’t noticed any 
water dripping anywhere. That roof’s good for a 
coupla s yet.” —The applicator’s salesman 
ine be w to handle the man who wants to 
put off a new roof. 






“Good evening, Mrs. Mason. This is Miss Wood, of the J. C. 
Barker Roofing Company .. .”, — How touse the phone to promote 
roofs is demonstrated. 





‘x Meth 





«Jerry and I don’t even start to " a pone ‘until we've given it all Ya Justa little n memento of our very pleasant 
the advantages of a specialty.” —The roofer tells how to apply business dealings.” —The salesman makes one 


specialty selling methods to roofs. sale lead to several more. 
















Everyone who sells roofs 
will want to see these 
SOUND-SLIDE FILMS 


Here are a few high spots from the Barrett Sound-slide 
Films. There are two productions—one showing roofing 
applicators how to apply specialty selling methods to 
roofs; the other to help roofing dealers. You'll want to 
see both of them, Successful roofing merchants tell us 
they are the most constructive sales helps in the roofing 


industry. Ask the Barrett salesman to show them to you. 


THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N. Y. 


2800 So. Sacramento Avenue, Chicago, Illinois Birmingham, Alabama 
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LETTERS 


to the 


EDITOR 


Urging Citizens to Vote Both 
“Commendable and Pitiful” 


Bristot, Conn.—Your page in 
HarpwareE AGE urging every citizen 
to vote on election day is both com- 
mendable and pitiful. (See Harp- 
warE AGE, July 16, 1936, page 57.) 
Your intention is excellent, but you 
have failed utterly to realize that the 
election will be over long before 
election day. 

I refer to the party caucuses and 
primaries. As a manufacturer who 
heeded the general cry for business- 
men to take a hand in politics, 1 
know what I am talking about. It 
is at the little party caucuses and 
primaries, attended by less than 1 
per cent of the nation’s citizenry, that 
candidates for office, from dog 
warden to senator, obtain their place 
on the ticket. 

Naturally, the men selected at 
these primaries are men who never 
said or did anything to make en- 
emies among those who attend such 
caucuses, men who will take orders 
if elected from the ward bosses, men 
who never took a public stand on 
any question. From practical expe- 
rience I know that it is far more im- 
portant to be friends with Tony, the 
bartender, who will be at the caucus 
with a half dozen of his bums, than 
to have the respect of five thousand 
upright citizens who think they are 
too nice to attend such low political 
affairs. One of Tony’s friends 
would beat me for the nomination- 
and on election day another one of 
Tony’s friends will be on the other 
party’s ticket, you can be sure, and 
my five thousand upright citizen: 
will go happily to the polls, as per 
your instructions, to vote for one o1 
the other of Tony’s men. 

Why can’t the American people 
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understand this simple situation? 
Why are they content merely to vote 
on election day for candidates who 
were chosen by someone else? How 
can we expect to have a government 
made up of anything but blanks. 
other-peoples-money-spenders ? 

Both political parties are domi- 





nated alike by these little primary 
gangs. Candidates on both tickets 
are the result of this system. Unless 
the voters attended the primaries 
they are only giving the politicians 
a good laugh when they vote on 
election day. 


R: GB. 


Consumer Coo peratives 


Brooktyn, N. Y.—Was_ very 
much interested in the article on co- 
operative selling in the last issue of 
Harpware Ace. (See HARDWARE 
Ace, Aug. 13, 1936, page 22.) This is 
something of a problem here in the 
city due to buying services main- 
tained directly or indirectly by large 
corporations which will buy for thei: 
employees or their friends, anything 
from a quart of paint to an automo- 
bile at a substantial saving to the 
consumer, usually at or near the 
average dealer’s cost. In addition tc 
this. most manufacturers who main- 
tain their own stores, particularly 
paint concerns and some _ jobbers 
especially in the electrical field, 
grant discounts of 20 per cent o1 
more to employees of practically all 
concerns whose employees have 
organized. 

This is an evil that is hard to beat. 
as any publicity given it will interest 
corporation employees who perhaps 


are at present unaware of these ar- 
rangements but, nevertheless, all of 
these things, each with its small 
nibble of the retailers’ sales, are 
gradually forcing the retail business 
into more or less of a science, as its 
problems are real ones’ and require 
much study. 

I believe, however, the greatest 
damage that could be done to this 
cooperative movement would be to 
emphasize the average net profit 
made by the leaders of our hardware 
group. When people realize that 
the most efficient dealers, in serving 
their community properly as they 
do, only make a net profit of ap- 
proximately four per cent they 
would then appreciate that there are 
some costs involved in maintaining 
a stock to satisfy the customers 
whims and necessities. 


Sydney Atkinson, 


R. J. Atkinson, Inc. 
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RETAILER :- 
Watch; CENTURY ! LOCATION 
—long experience— —no credit losses— —desired variety— 
—fairly planned— —intelligently priced— —unloaded of expense— 
—courageous policy— —uncamouflaged— —profitable to you— 


AND 


RIGHT DURING THE DEPRESSION, when 


“Tools Don’t Sell” was the common chorus; and 


TODAY MORE THAN EVER: 


WorTH 


Clisesatiiial Tool Plan 


is proving to Hardware Retailers everywhere that these genuine 


VALUES 


sold and are selling....READILY and PROFITABLY.... because 
priced and finished attractively 


ASK YOUR JOBBER 


For SUPER QUALITY TOOL DEMANDS offer 








OUR NEW 
NOTHING NOTHING 
BETTER Mekanik FINER 








ESTABLISHED CEXTD 1819 









The PECK, STOW & WILCOX CO. SouTHINGTON, Conn. U.S.A. 
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Sun Ray Steel Wool Products are 
advertised regularly in The Satur- 
day Evening Post. When you fea- 
ture Sun Ray you tie in with a 
consistent campaign that is making 
this better steel wool better known 
in millions of America's best homes. 
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ORDER THROUGH 
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OU'RE SAFE—with Sun Ray! Full choice of the 

grades you know your customers need—and the 
brand they know they want! Sun Ray—highest-quality 
Steel Wool—is gold-dollar merchandise in any market! 
It is clean—precision cut—accurately graded. It is at- 
tractively packaged. And it is consistently advertised in 
The Saturday Evening Post. Layer-built Pads, Pound 
Packages, Floor Machine Woolers, Household Pads—the 
SUN RAY name on the label is a dependable “dollar sign" 
for you! 


JEX 
—for the Home SUN RAY 
Handy pads for clean- POUND 
ing pots and pans, 
aluminum, enamelware, etc. Package 
Sanitary. "A pad a day— 
and throw away." Very economical. Bulk steel wool of 
the very highest 
SUN RAY quality. Uniformly 
Floor Machine Wooler cut, carefully 


For cleaning and graded. Seven 
polishing floors of grades, from ex- 
all kinds. Ready to tra fine to very 
use with disc floor 


. , coarse. 
machine. Gives 


US Reto2 «=~ long service. 
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IGHEST QUALIT 


SUN RAY LAYER-BUILT PADS— 


the Choice of Fine Craftsmen! 


T HE GENUINE Sun Ray Layer-built Pad (U. S. Pat. No. 1,932,752) is one of the 
surest trade builders you caf sell. These pads unwind. Simply fold back the used 
layer—and you have a fresh, new working surface. And does 
it "work"? Ask any painter or finisher or mechanic, how the 
long, strong parallel 
strands "get down to busi- 
ness" when used “against 
the grain." Big, comfort- 
able pads—and extremely 
economical because every 
inch does its duty! 




















Keep Sun Ray out in the 
open—and your Steel 


Wool Sales will SHINE! 


THE WILLIAMS 
COMPANY 


LONDON, 


OHIO Good jobbers in every section of 


America feature and recommend 
Sun Ray Steel Wool. If you have 
any difficulty in getting the genu- 
ine, please let us hear from you. 


OUR JOBBER 
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Plastics In the Hardware Trade 


A few facts on plastics and their adaptability for 
fabricating items sold by. the hardware trade. 


By H. F. Woods, Jr. 


r SHE = hardware « merchant 
should know more about 
plastics, as many hardware 

manufacturers are using these new 

synthetic materials, replacing iron, 
steel, wood, brass, copper, ivory, 
and glass as fabricating materials. 

The industry which produces them 

has outgrown its experimental and 

laboratory stage and is making 

rapid headway. A plastic is a 

non-metallic composition, a 

molded or cast substance, which 

in its finished state is not neces- 
sarily plastic. In fact, the plas- 
tics used in manufacturing hard- 
ware are usually more like granite. 

The plastics industry is not liter- 
ally new. Celluloid is a plastic. 
So is Bakelite, with which most 
hardware men are familiar. There 
are also casein plastics, made from 
sour milk, or soy beans and for- 
maldehyde. Unlike celluloid, these 
products are not inflammable but 
they are more brittle than cellu- 
loid and more subject to warpage 
from the influence of water. Then, 
there are a wide variety of the syn- 
thetic resin plastics. 

These latter are new and possess 
interesting possibilities. Two types 
of phenolic resins, the molded and 
the cast, have widespread uses in 
manufacturing. They differ in 
that the molded resins use filler, 
or molding powder while the cast 
products require no filler. The 
finished products are available in 
many different colors and shapes. 
The casts have a very beautiful 
surface and effect a great variety 
of color combinations. 

These materials are strong, in- 
expensive and durable. Catalin, 
one of the new synthetic resins, 
has a tensile strength of 8000 
pounds per square inch and a com- 
pressive strength even greater. It 
may be machined, drilled, or 
turned on a lathe, and is impervi- 
ous to such things as scorching 
from cigarette butts and alcohol 
stains. 

The base of Catalin is phenol, 
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popularly known as carbolic acid. 
and formaldehyde, which most of 
us know as a disinfectant and an 
embalming fluid. These two chem- 
icals are mixed and heated. An 
alkaline catalyst is added (a cata- 
lyst is something that changes 
other things without changing it- 
self). The alkaline brings about 
chemical and molecular changes 
in the formaldehyde and_ the 
phenol. After they are “cooked” 
they emerge from the vats as thick, 
gummy liquids, which are poured 
into lead molds to make sheets, 
tubes, rods, cylinders, bars, or 
shapes of various kinds. The 
molds are then placed in ovens, 
where the heat is carefully con- 
trolled and evenly distributed. Af- 
ter an adequate “curing period” 
the finished product emerges. 
Plastics are increasingly popu- 
lar among manufacturers who are 
receptive to the use of new fabri- 
cating materials. The plastics in- 
dustry as a whole has grown from 
a volume of $14,000,000 in 1914 
to a volume which this year will 
total more than $300,000,000. 
Plastics will soon be used for 
furniture hardware of many kinds. 
Already many handles on cabinets 


and drawers are made of plastics. 
Soon they will be used on chairs. 
Even today table tops are being 
made of laminated plastics. Much 
of the current costume jewelry is 
made of Catalin. So, too, are but- 
tons and pipe stems and ash trays 
and bases for boudoir clocks and 
toasters and gear shift knobs and 
cigar lighters and handles for fau- 
cets. 

The plastics industry is work- 
ing with manufacturers who are 
planning to utilize these new prod- 
ucts. In the field of architecture, 
cast resins will be used for wall 
panels, for inserts in door frames, 
for escutcheon plates for door 
knobs and for lighting switch 
plates. They are used now for arm 
rests on chromium chairs. They 
will be used for shelves in cup- 
boards, for wall panels and light- 
ing fixtures. 

Phenolic resins are truly beau- 
tiful. They have a high and per- 
manent luster and are practically 
unbreakable. They are tasteless 
and odorless, hygenic and sani- 
tary. Their colors penetrate clear 
through and they are sold in a 
wide variety of colors and color 
effects. Many color effects simu- 
late crystal, wood, or mottled ef- 
fects. They are dielectric, that is. 
they are non-conductors of elec- 
tricity. They are non-inflammable 
and fire resistant, and also resist 
almost all common acids, oils and 
alcohol and absorb practically no 
moisture and hold their shape per- 
manently. 





Bright Orange Cards Avoid 
Complaints 


HERE’S no danger of over- 

looking the cards used by the 
repair or service men employed 
by the Dimmer Hardware Co., San 
Francisco, Calif. For nearly two 
years this store has furnished them 
with bright orange cards, printed 
in dark green ink. When one of 
their men goes out on a repair 
job or to make an installation and 
finds the customer away from 
home he slips one of these atten- 
tion-demanding cards in the mail 
box or under the door with a 
message indicating the time they 


called written across the bottom. 
These cards are so conspicuous 
that they simply can’t be confused 
with the usual white types. So no 
one ever has the excuse, “I didn’t 
see your card,” says J. R. Eoff, 
manager. Their remembrance 
value is excellent too, he finds, 
and customers frequently keep 
them for easy, ready reference 
whenever they want to call the 
store, either for merchandise or 
additional help in getting equip- 
ment in smooth running order 
around the house. 
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Hardware Stores 


Cabinet Hinges In Crome 





Semi-concealed cabinet hinges, by the 
manufacturer of the line, “Modern 
Kitchen Cabinet Hardware in Crome,” 
are now available in smart modern de- 
sign and sparkling, non-tarnishable 
Crome finish. Hinges, pulls, catches, 
knobs, and the reversible catch, which 
fits either right or left hand doors are 
in this line, in a selection of both 
Colonial and Modern designs. A cata- 
log page on these hinges has just been 
issued. It has been carefully prepared 
to avoid confusion on the different rab- 
bets or inside offsets. It tells how to 
properly measure the rabbet of a door 
and the required hinge for each rabbet 
is clearly described. The page is avail- 
able from the National Brass Co., Grand 
Rapids. Mich. 


Continental Screw Catalog 


This new catalog is now in prepara- 
tion and when finished will describe 
the company’s products in full detail 
and include valuable technical data to 
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New and Improved Merchandise— 


Display Helps—Sales Liter ature— 


users of its lines. This catalog, the com- 
pany states, will be one of the most 
notable of catalogs pertaining to screws, 
bolts, and nuts. The company manu- 
factures a complete and diversified line, 
including wood screws, machine screws, 
lag screws, stove bolts, nuts of all kinds, 
finishing washers, tubular rivets, es- 
cutcheon pins, and many more items. It 
also has facilities for a wide range of 
specials. The catalog will be ready in 
about 60 days and requests for it should 
be addressed to the Continental Screw 
Co., New Bedford, Mass. 


Globe Trotter Radio 





In addition to being a radio of the 
latest circuit design, the Globe Trotter 
is also a guide to current geography. A 
novel feature is the tuning of the radio 
by turning the globe. The globe is 10 
inches and in five colors with black 
sea—highly lacquered water-proof fin- 
ish. Maps are authentic and up-to-date, 
including Ethiopia, which is designated 


Window Trims—New Packages 
— New Colors—New Deals— 
ES 66% howe ee ee eee 


Full meridian 


Radio 


as “claimed by Italy.” 
and base are chromium plated. 
is the latest TRF circuit—four tubes 

operates on AC or DC current. Has 
full dynamic speaker; standard broad- 
cast, including police calls, 180 to 550 


meters. Retail price, $24.95. Dealer’s 
discount, 40 per cent. Globe Trotter 
Radio Co., 549 W. Randolph St., Chi- 
cago. 


Doenut Tired Truck 





For handling heavy material such 
as coils of wire, pails of white lead, 


paints. kegs of nails, etc. Maximum 
capacity, 500 Ibs. for easy pulling or 
pushing with one hand. Of all steel 
construction electrically welded through- 
out, the truck is equipped with Mussel- 
man low pressure Doenut cord tires, 
mounted on cadmium plated steel disk 
wheels, with adjustable ball bearings. 
Tires operate on 12 to 15 lbs. air pres- 
sure. Maker states truck will handle 
glassware or half dozen cases of Ball 
Mason jars over extremely rough sur- 
faces without danger of breakage. The 
Musselman Products Co., 6242 St. Clair 
Ave., Cleveland, Ohio. 












Forced Air Heaters 











Samco”—equipped with forced air 
inner units, said to greatly increase the 
heating of a room. Made in three 
models, Nos. 712 (shown) is 16 in. 
high, 11% in. wide, and 7 in. deep 
B.T.U. input, 12,000. Other two models, 
Nos. 715 and 724, are 16 in. high, 15%4 
and 22% in. wide, 9 in. deep with a 
B.T.U. input of 15,000 and 24,000, re- 
spectively. Gas connections for all 
three are *%& in. and flue outlets, if 
desired, are 3 in. Finishes are Walnu: 
porcelain enamel trimmed in Maple. 
Samuel Stamping and Enameling Co. 
Chattanooga, Tenn. 


American Giant Lift 


A hydraulic chain hook bumper and 
utility jack—Model J120H. Has 3.006 
lbs. capacity and 15 in. lifting range. 
Chain and hook make this model suit- 
able for use around the car, garage, 


farm and shop. The chain is of suf- 
ficient length to permit lifting from 
below the level of the base of the jack 
if necessary. Heavy machinery may be 
lifted and posts pulled up, as shown. 
The handle of the lift in 20 in. Packed 
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six to a shipping carton. American 
Grinder & Specialty Corp., Milwaukee. 
Wis. 


Kadette Battery Radio 





Model 500—self-contained _ battery. 
Maker states it is comparable in sen- 
sitivity, volume, and tone to electric 
sets of higher price, and greater num- 
ber of tubes, due to its over-sized 65 
in. Perm-O-Flux dynamic speaker 
which eliminates battery drain and 
gives full-toned reception. Standard 
broadcast, 500 to 1600 kilocycles (180 
to 555 meters) and American-foreign 
short wave, 18 to 55 meters. Has large 
airplane dial protected by unbreakable 
convex crystal; vernier drive tuning 
with no backlash, and full automatic 
volume control. Cabinet, 24 in. wide, 
11 in. high, 11% in. deep, is of Ameri- 
can walnut with butt walnut front 
panel. Ample room for three heavy 
duty “B” batteries and one 2-volt “A” 
storage battery. International Radio 
Corp., Ann Arbor, Mich. 


Portable Refrigerator 





“Refrigerola”—combination — portable 
bar and refrigerator, porviding propet 
food refrigeration in 30 minutes. Holds 
50 Ibs. of ice, and 24 quarts of bever- 
ages. Has removable legs and servine 
trays. Fully insulated with Careycel. 
Overall dimensions: length, 49%4 in.. 
height, 29 in., width, 14% in. Dimen- 
sions of cabinet without legs or trays: 
length, 2514 in., height, 14%4 in., width, 
14% in. Finished in black krinkie. 
Miami Cabinet Division, The Philip 
Cary Co., Middletown, Ohio. 


“Utility” Serew Driver 

The “Utility” Screw Starting Screw 
Driver is pressed into the screw slot 
and is released by a straight pull. De- 
signed for use in even the most inac- 
cessible places. it fits all types and sizes 
of wood and machine slotted head 
screws. Made from steel especially se- 
lected for toughness and oil tempered 
it is available in two sizes, No. 1 (8” 
blade), list 35c and No. 3 (6” blade). 


list 25c. The dealer discount is 40 per 
cent. Packed in standard containers 
of one dozen of one size or assorted 
with attractive display cards to hold 


two drivers. Shepard & Moore, Inc., 
1514 Prospect Ave., Cleveland, Ohio. 


Horseshoe Pitching Set 


In a new packaging that looks some- 
thing like a croquet set. There are two 
pairs of pitching shoes and one pair of 
stakes packed in a wooden box with a 
hinged cover, so that the complete set 
may be put away after players are 
through playing. The box is substan- 
tially made. Giant Grip Mfg. Co.. Osh- 
kosh, Wis. 

















Made from a high strength nickel 
aluminum alloy, they are equipped 
with pneumatic, heavy duty Goodyear 
tires, 4x 14 in., which are said to pro- 
duce perfect balance and _ eliminate 
shock. Through the use of the alloy 
in making the pan and structural type 
frame, the total weight has been re- 
duced 40 lbs. Made in two sizes, one 
having a capacity of 4% cubic feet, the 
other, 2% cubic feet (illustrated). 
Sheet Aluminum Corp., Jackson, Mich. 
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The Duo-Therm line includes both radiant and circulating type units with models for every requirement. 
Choice of two-tone walnut porcelain enamel or smart black crackled baked enamel with chrome trim. 


AMERICA’S 


BEST VALUES 


Although they set an entirely new tradition of modern styling, it is not 
beauty “alone ‘which makes these Duo-Therm oil burning appliances so 
universally popular. While completely new standards of sean, thrifty 
performance have been established, it is hot only performance whic 
permits them to dominate the 1936 market so thoroughly. And though 
prices are well within reach of the thriftiest budget, price in itself is not 
the determining factor in their generous acceptance. Actually, it is the 
combination of all three of these factors of performance, appearance and 
rice—plus the widespread realization that this modern line of Duo- 
herm heaters, ranges and Kero-Therm heaters provides comfort, effi- 
ciency and economy beyond all others—which has established Duo- 
Therm as America’s Best Values with users and dealers alike. Duo- 
Therm is not only a better product but it is manufactured by a company 
with the engineering, production and financial resources to assure you 
of all-season prompt delivery, advantageous trade discounts, sound 


KERO-THERM HEATERS 
future developments and experienced merchandising assistance. 


The upper iilustration shows one of the many hand- 
some models included in the Kero-Therm kerosene- 
burning cabinet heater line. Single and double 
burner unils and heater and cooker combination. THRIFT-ZONE PERFORMANCE 
. A MOTOR WHEEL CORPORAT ION 
Extra cleanliness, comfort and economy—the gg : : 
ae ; z Heater Division, Lansing, Mich. 
r —, Thrift-Zone gives you all three. Every Duo- . : 
DUO-THERM RANGES Th Be Hie Bas Seah Bensiies goaey 5 Gentlemen—Please send full details of the 
aap ee eee ee Oe = Duo-Therm line of oil burning appliances: 
model is equipped with the revolutionary Dual- : 
the amazing Motor Wheei FIRM NAME 





Beauliful in appearance, modern in performance, 
different in principle and performance from anything Chamber burner 
advantages of two 


on the market. Four models. Also available with development that give the ‘ : 
burners in one. ADDRESS 





aucziliary gas or electric burners. 


A MOTOR WHEEL PRODUCT 


CITY 
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Circulating Heater 





“Samco”"—Standard—No. 1508— 
height, 38% in., width, 20 in., depth, 
17 in. B.T.U. input—high, 45,600, low, 
14,250; B.T.U. output—high, 34, 200, 
low 10,700. Has convenient oil tank 
shut-off valve; large enclosed humidi- 
fier; concealed door hinges; constant 
level oil control and thermostatic heat 
control (when requested—at slight extra 
Finish—dark brown Crystaline 
front, back, oil tank and oil tank cover; 
gleaming black Crystaline side panels 
and front ornaments; glossy black porce 
lain enamel door, door frame, and top 
‘ grille. Two large models are available. 
Samuel Stamping and Enemeling Co., 
Chattanooga, Tenn. 


cost). 


Jiffy Ketchup 


Cap 


enti 





For dispensing ketchup from a stand- 
ard brand screw cap ketchup bottle is 
made of red Bakelite. The cap is drip- 
proof and need not be removed until 
the bottle is empty. It may be cleaned 
with a damp cloth or paper napkin and 
regulates the flow of ketchup. Caps 
are available to dealers on attractive 
display cards holding one dozen caps. 
The suggested retail selling price is 10c 
each. Jiffy Glass Brush Co., 380 Throop 
Ave., Brooklyn, N. Y. 
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Zephyr Noiseless Skates 





Are now offered with high speed 
oversize tempered twin bearings in each 
wheel, the wheels being mounted on a 
newly designed rocking arm, rubber 
cushioned for improved oscillation. The 
maker states that these skates are noise- 
less and that their composition ball 
wheels will not injure wooden floors or 
carpets. Other features are unusually 
large shoe adjustment, light weight con- 
struction and rust proof metal parts. 
These skates are available in four dif- 
ferent colors. The Zephyr Products Co., 
2530 Spring Grove Ave., Cincinnati. 
Ohio. 


Electric Time Meter 





An electric precision built instrument 
combining the usefulness of a clock 
with an alarm feature for warning that 
“time is up.” The Time Meter is cor- 
rect for any, desired period from one 
minute to two hours. Dial operated by 
small knurled knob in the bezel at the 
bottom of the clock face. By setting 


Stay-Tite Display 

For counter or window use is multi- 
colored and shows all seven Stay-Tite 
products; Stay-Tite Waterproof Liquid 
Glue. Caulking Compound, Sealer. 
Wood Crack Filler, XXX Cement, Gas- 
ket Cement and Rustgo. This display 


dial at desired number of minutes and 
turning the knob at the top of the clock 
face the time metering movement is set 
in operation, a buzzer indicating when 
time is up. Finished in white, ivory, 
yellow, red, green or black. The clock 
face is black with white hands and 
numerals. Available with or without 
matching salt and pepper shakers. Sug- 
gested retail selling price $7.95. Ameri- 
can Timer Corp., Geneva, Ill. 


Kero-Therm Heaters 





These kerosene burning cabinet heat- 
ers are offered in six attractive models 
and are available in both double and 
single burner sizes, including two com- 
bination heater and cooker models. 
Finishes available are black crackled 
enamel with chrome trim and a bronze 
baked enamel. Construction features 
include extra heavy gage steel casings, 
baked enamel inside and out, automatic 
wickless type burners of extra large 
capacity, handy leg levelers and visible 
spirit levels. Heater Division, Motor 
Wheel Corp., Lansing. Mich. 


is given to dealers free with a purchase 
of a small stock of each item. Dealers 
are also offered an attractive four col- 
ored display on each Stay-Tite product 
for window trimming, etc. Stay-Tite 
Products Co., 3107 Detroit Ave., Cleve- 
land, Ohio. 
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... you CAN rely ox 


GLIDDEN for Increased Sales!” 


@ Sounds simple, doesn’t it? 
Well, it’s almost as simple as it sounds. 


But it’s up to you. We can’t do any- 
thing about increasing your paint sales 
—and your profits—if you don’t give 
us a chance. 

All we want from you is the same op- 
portunity that thousands of successful 
Glidden dealers have given us to demon- 
strate the Quality of the Glidden line 
—and the practical business-building, 
sales-making, bring-’em-back-again type 
of merchandising plan that’s behind it. 


Glidden has been in business since Civil 


War days. Glidden has worked with 
all kinds of dealers — with all kinds of 
problems—through tough times and 
good times. 

And Glidden’s ape plus your ex- 
perience is a sure fire combination. 


We know your problem is “different.” 
But we think we can find the answer for 
you. At least we’re a to match our 
time against yours in order to find out. 


“You can rely on Glidden for increased 
sales.” Those eight words say it. And 
if you'll give us the opportunity, we'll 
prove they tell the truth. Just drop us a 
letter or a card—and we'll do the rest. 


THE GLIDDEN COMPANY : National Headquarters, Cleveland, Ohio 


Factories or Overnight 
Branches in Delivery 
Principal Service to 

Cities Your Door 


Eves here on EV LY , : Lacquers 


Enamels 


Paints 
Varnishes 
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MASTER Laminated 


Secret Service 


Brass Padiocks 
Mounted on Display 


Suggested \ ¥ 


Your Cost Retail Price 
$ .50 . -75 
-664%5 1.00 
83); 1.25 
1.00 1.50 
No. 406 $4.00 NET 
complete 


i leneet Basis Methods 


& IA beautifielly. dinplayed and priced 


Ny, to MAKE them SELL 


gn Jobber 


Order 7 tend 
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Lamp Sales Quadrupled 


\AlYy Ways Through Mass Display 


4 . INTER, with its short days and long nights, is a 
0 U & e i 4 particularly opportune time to feature lamp bulbs,” 


| said E. F. Troxel, of the Troxel Hardware Co., Denver. 


| Colo. “The reason more hardware stores fail to do a 
RE F ; 4 PLAY | good business in bulbs is because they don’t let the public 
know that they carry a varied stock. 


“The very best plan we ever tried was inaugurated 
| last December. We started with an ad, ‘Light Up Your 
| Home For the Holidays,’ quoting prices on a wide variety 
| of lamps, in many different colors, in addition to the 
| regular white lights. But what started the enormous in- 
| crease in sales was a mass window display we made at 
| this time. The window was filled solidly with bulbs, no 
other item, or any superflous drapery being used. In the 
outlay we included 300 bulbs, of every size, and eight 
different colors. Rising out of a mass of bulbs covering 
| the floor, was a tall panel on which were shown a num- 
ber of bulbs of the flash variety, to call attention to the 
different sizes and colorings. Bulbs were shown in bas- 
kets, in pyramids, and on stepped-up fixtures. Many dif- 
ferent colored backgrounds were used, each group hav- 
ing a background that contrasted in color with the globe. 





















































~ 
a 


a. was 


“People stopped to stare at the big display and then 
went on. Sales did not increase at once. But that big dis- 
play, of bulbs of infinite variety, stuck in their minds. 
Many came to look at it again, and to note the many dif- 
ferent sizes. They also saw how effectively colored bulbs 
could be used in certain rooms, and many who had never 
used anything but the clear glass bought the colored ones 
for experimental purposes. We kept up the publicity by 
cards in the store and by ads in the paper, always flinging 
out the slogan ‘Light Up Your Home For the Holidays.’ 
suggesting not only that more lights be used regularly. 
but that cartons of them be kept on hand for emergencies. 
The suggestion sank in, and after a week or ten days we 
noticed a steady increase—an increase so great that our 
regular November and December sales were quadrupled. 
and a steady volume developed that continued throughout 
the winter.” 


So adaptable to your store arrange- 





ment, no matter what it may be! 


No. 406 exactly matches your Master No. 
407 sales display ... in color, finish and 
design . . . hang it from the same hooks, One Hundred Locks in 


as shown, if you desire. 


OR — show it in some other spot (or buy One Display— 


a second one for this purpose) for win- 


dow, on counter, on wall or a conspicuous pillar where its ITH a large window card as a background, on 
beauty and the flash of brass will catch the eye of your which was lettered the following: “Are your locks 


safe?” one hundred different types of locks were arranged 
in the window at M. S. Young & Co., Allentown, Pa. 


In addition to this, newspaper clippings were used to 
No AO 6 _ call attention to the large number of petty thefts occurring 
- | recently, many of which were the result of weak or in- 

4 ALES 1) ISPLAYS adequate locks. 
| The display created a good deal of attention and many 
| inquiries resulted, as well as considerable business on 


night latches which customers decided to purchase as 
| additional protection against robbery. 


heaviest traffic and advertise your entire padlock department. 









Every lock in the display was mounted on an attractive 
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GET READY 
How FOR A 


Wood carving as a hobby continues to grow at an astonishing rate. Workshop 
equipment buyers by the thousands are turning to it as a means of decorating 
their furniture and wood objects. What promises to be the greatest Carving Tool 
season in history is almost here. 

Get ready now to cash in on this business by stocking the new Millers Falls 
Carving Tools. Each of these fine, American-made sets is complete, attractively 
packaged and finished, and priced for quick turnover. Send your order today, or 
write for Catalog No. 41, sent free. 


MILLERS FALLS COMPANY 


MILLERS FALLS 
Greenfield 





Massachusetts 
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panel to show its exact appearance 
when installed on a door. Even the 
keys were inserted in the locks. 

A step-like arrangement was pro- 
vided with space for seven rows of 
locks, each row being about ten 
inches above the one to the front. 
thus making every lock visible. 

In commenting on this unique dis- 
play, the firm advised that “we de- 
cided to feature locks at the psy- 
chological moment and tell the 
public how to protect itself against 
the wave of petty thefts that have 
been committed in this community. 
Ordinarily, it is not an easy matter 
to create much interest in locks, and 
we seldom feature them in displays. 
but when such a display can be tied 
up with the news, it is a good stunt.” 


Electric Range Booklet 


“Presenting New Ranges That Will 
Electrify America”—24 pages of help- 
ful data on the use and advantages of 
electric cookery and the patterns and 
improvements of the Golden Jubilee 
line of ranges, showing how economies 
are effected in cost of operation and ac- 
tual food savings, by means of tabula- 
tions and illustrations. Westinghous: 
Electric and Manufacturing Co., Mans- 
field, Ohio. 


General Hardware Catalog 


No. 36 presents a complete line of 
nationally advertised hardware. The 
catalog is arranged in departments, as- 
sembling all kindred lines as nearly as 
possible. These include mechanics’ 
tools, agricultural implements, build 
ers’ hardware, household goods, steei 
and sheet metal products, plumbing 
supplies, paint, stoves, shelf hardware, 
sporting goods, electrical supplies and 
appliances, wire and nails, explosives. 
and harness. Of 630 pages, bound in 
stiff imitation leather, the catalog also 
contains a complete alphabetical index. 


' thumb-indexed for easy reference. 


Drake Hardware Co., Burlington, Iowa. 


Fairy Vehicles 


The “Fairy” line of vehicles for chil- 
dren is attractively set forth in a 16- 
page catalog of descriptions, specifica- 
tions, and full-color illustrations. Mod- 
els include the tubular velocipedes, ball 
bearing tubular velocipedes, balloon- 
tired models, baby bikes, bicycle, side- 
walk bicycles with cushion or balloon 
tires, with or without coaster brakes, 
auto coasters, and scooters. The last 
page charts the complete specifications 
for 1936 Colson velocipedes, sidewalk 
bikes, and scooters. The Colson Corp., 
Elyria, Ohio. 
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Coming Events 


Seventy-third semi-annual conven- 
tion of the American Hardware 
Manufacturers Association and the 


forty-third annual convention of the | 
National Wholesale Hardware As- | 
sociation will be jointly held at the | 
Marlborough-Blenheim Hotel, At- | 


lantic City, N. J., Oct. 19 to 22 in- 
clusive, 1936. Secretary Manufac- 
turers Assn.: Chas. F. Rockwell, 342 
Madison Ave., New York City. Sec- 
retary Wholesalers Assn.: Geo. A. 
Fernley. 505 Arch St.. Philadelphia. 

Iowa Retail Hardware Associa- 


tion, 39th annual convention and | 
house furnishings show, Feb. 9-12, | 


inclusive, 1937, Des Moines, Iowa. 


Headquarters: Savery Hotel. Exhi- | 


bition: Coliseum Bldg. Philip R. 
Jacobson, secretary-treasurer, Mason 
City, Iowa. 

Michigan Retail Hardware Asso- 
sociation annual convention and ex- 
hibition, Grand Rapids, Mich., Feb. 
9 to 12 inclusive, 1937. Exhibition: 


Civic Auditorium. Harold W. Ber- 
vig, secretary, 1112 Olds Tower | 


Bldg., Lansing, Mich. 

National Federation of Implement 
Dealers’ Association 37th annual 
convention, Hotel Sherman, Chicago, 


Oct. 7 to 9 inclusive, 1936. Herbert | 


J. Hodge, secretary, Abilene, Kan. 


Nebraska Retail Hardware Asso- | 
ciation 36th annual convention and | 


exposition, Omaha, Neb., Feb. 3 to | 


4 inclusive, 1937. Exposition: City 


Auditorium. Headquarters: Paxton | 


Hotel. Edward C. Hermanson, sec- 


retary, 414-419 Little Bldg., Lincoln | 


City Auditorium. 


New York China, Glass & House- | 
wares Show, sponsored by New York | 


Housewares Manufacturers Associa- 
tion, Hotel Pennsylvania, New York 
City, January 24-30, inclusive, 1937. 
Mrs. Flo English, secretary, Room 
1108, Hotel Pennsylvania, New York. 

Southeastern Retail Hardware and 
Implement Association 23d annua! 
convention and exposition Atlanta, 


Ga., February, 1937. H. M. Sim- | 


mons, secretary, Room 922-23, At- | 


lanta National Bank Bldg., Atlanta. 

New York Retail Hardware Asso- 
ciation annual convention and expo- 
sition, Rochester, N. Y., Feb. 9 to 11, 
inclusive, 1937. Exposition: Na- 
tional Guard Armory. E. Main St. 
Headquarters: Hotel Seneca. John 
B. Foley, secretary, Hills Bldg., Syr- 
acuse, N. Y. 

South Dakota Retail Hardware 
Association annual _ convention 
Sioux Falls, S. D., Jan. 19-21, 1937. 


Headquarters: Sioux Falls Coli- | 


seum. C. J. Christopher, manager- 
treasurer, Nicollet and 24th St., 
Minneapolis, Minn. 
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HY put time and effort on “unknowns,” 
when you can work with thoroughbreds — 
winners with proven sales records and dealer 
profits in the big market beyond the power lines. 
Put your bets on Briggs & Stratton Motor power- 
ed i t—f for proven performance. 


“a+r 


BRIGGS & STRATTON 
Gasoline Motors for Washing Machines 


Accepted by farmers everywhere as the most 
dependable 4-cycle washer motors built—a half 
million already in use on American farms beyond 
the power lines. Recognized for rugged construc- 
tion and mechanical excellence by washer manu- 
facturers who demand quality motors. 


BRIGGS & STRATTON 


Power: Charger 


— the first unit of its kind which you can sell at 
a profit, and the first completely engineered plant 
of its type — a thoroughbred that is destined to 
be an outstanding winner. Keeps a 6-volt radio 
battery fully charged—provides dependable elec- 
tric light up to 200 watts — has direct power 
take-off for driving small equipment. Includes 
features found in no other plant, is fully quaran- 
teed and nets you a generous profit. 


BRIGGS & STRATTON 
Gasoline Motors for Small Equipment 


Everywhere Briggs & Stratton stationary, air- 
cooled gasoline motors are known for their consist- 
ent dependability under every condition of service. 
Hundreds of builders of a wide range of equip- 
ment, including lawn mowers, light farm machin- 
ery. small pumps, garden tractors, and almost every 
other type of small unit requiring power, have 
adopted Briggs & Stratton gasoline motors as stand- 
ard when electricity is neither available nor prac- 
tical. Play the winners—Briggs & Stratton equip- 
ped machines. a “60 

So again we say. work with winners — ride the 
thoroughbreds that mean sales and profits beyond 
the power lines. Write for the complete facts. 


BRIGGS & STRATTON CORP., Milwaukee, Wis. 























































‘On the Shelt 






Is a Phrase that Should Be Eliminated from the 
Vocabulary of the Hardware Manufacturer and 
Distributor as One Long Step Toward More Modern 
Merchandising .. . 


Says WALTER J. BERBECKER 


Sales Manager, The Wm. Schollhorn Co., New Haven, Conn. 


= N the shelf” is a_ phrase 
QO usually applied to a man 
who is ill, crippled, out of 
business or otherwise incapacitated 
either temporarily or permanently 
and thus out of sight and therefore 
out of mind. 

The hardware trade including 
manufacturer, jobber and retailer is 
“on the shelf” to the extent that it 
is still thinking, buying and selling 
in terms of “shelf hardware.” If 
we could eliminate “shelf hardware” 
from our vocabulary and mental 
processes, we would take a long step 
toward catching up with modern 
merchandising. 


Showmanship 


Merchandising is merely another 
word for the science of selling and 
selling is 80 per cent showmanship. 
You don’t have to go to school to 
learn the science of selling, just 
watch the next first class circus that 
comes to town and if you are a keen 
observer, you will see the whole 
gamut of the art of modern mer- 
chandising in action and _ vividly 
demonstrated in consecutive order. 

P. T. Barnum was the greatest 
“merchant” this country ever knew 
and if he had owned a hardware 
store, he would have “put on a good 
show” and had people flocking to 
him to buy wares which he would 
have had conspicuously on parade. 

Perhaps we have no Barnums in 
the hardware trade but there are a 
number of highly successful mer- 
chants and manufacturers who ac- 
tively demonstrate that the manufac- 
turer-to-jobber-to-retailer system of 
distribution is workable, economical 
and practical in this battling com- 
petitive world in spite of the organ- 
ized opposition of other systems. 

If we are to believe the advertis- 
ing fraternity, 80 per cent of farm 
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income (purchasing power) is in the 
hands of 35 per cent of the farmers 
and one-third of the hardware deal- 
ers distribute more than 80 per cent 
of the hardware. A similar situa- 
tion exists in other trades and in- 
dustries from which we might con- 
clude that the production and dis- 
tribution of wealth is mostly a mat- 
ter of brains and other human ele- 
ments which generate success. 


Chain Stores 


Chain stores, department stores 
and other organized systems of dis- 
tribution are successful principally 
for the reason that they are organ- 
ized to create and maintain certain 
simple standards of efficient mer- 
chandising so that the buying public 
may be easily apprised of the wares 
available for purchase. Such sys- 
tems only use shelves for storage of 
reserve stocks to fill orders resulting 
from attractively displayed samples. 

The hardware trade, composed of 
independent manufacturers and dis- 
tributors, is not organized to estab- 
lish or maintain standards of mer- 
chandising efficiency throughout its 
numerous and sundry units so that 
the average salesmanship is com- 
paratively low. Only a small mi- 
nority successfully combat adversity 
and organized competition. The ma- 
jority are still “on the shelf” with 
no central management to eliminate 
them or train them to practise he 


art of merchandising and distribu- 
tion. 

The salvation of the hardware 
trade as a system of production and 
distribution is dependent upon the 
average efficiency of the whole. How 
can that average be raised to a com- 
petitive standard? How can the 
sluggish channels of distribution be 
broadened and deepened and made 
to flow freely? Let’s work both 
ends against the middleman and let 
the middleman leaven the lump. Let 
the jobber and retailer “gang” the 
manufacturer and demand that he 
produce sales units instead of shelf 
units. 


Merchandising Angle 


There is too much producing and 
buying influence in the hardware 
trade and too little merchandising 
talent. Let the secretaries of the 
retailers’ associations and jobbers’ 
sales managers travel together 
among the manufacturers and de- 
velop the merchandising angle co- 
operatively. There would be little 
or no cause for friction in the hard- 
ware trade if there was more mutual 
understanding and modern mer- 
chandising. If the hardware trade 
could be aroused from its inertia. 
its strength would be enormous and 
it would soon break the chains 
which are retarding its progress. 

Let’s get off the shelf and get 
going with teamwork! 


“Merchandising is merely another word for 


the science of selling and selling is 80 per 


cent showmanship.” 
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EVERY PAINT DEALER SHOULD READ 


THE STORY of Boiled linseed oil and the Burning 
Line of Paint Films is told in a little book. You will 
want to read this book—and you will want every man 
in your store to have a copy, because it tells how film- 
burning can be avoided by the use of properly prepared 
boiled oil. It places in your hands selling facts that will 
increase your boiled oil sales. 



















In Pol-mer-ik Boiled you have the finest linseed oil 
on the market today. When you offer it to your cus- 
tomers, you’re giving them a premium oil at the same 
price as regular boiled—and an oil that will produce 


cm POL:MER-IK 
A.D.M. Pol-mer-ik, because it contains 10° of kettle- , 


cooked oil, gives a film of greater durability and higher D, otled, 
gloss and a paint that has better brushing and better 
leveling qualities. 


And because Pol-mer-ik Boiled is processed under _ NS S E Ma D O] L 


laboratory control, the result is an oil that always dries 
to a hard, tough, long wearing elastic film. Paint film- 
burning is eliminated. 


Pol-mer-ik Boiled means better paint jobs for your r oy. aaa 
trade, and more profits for you. This better linseed oil POLMER IK 








is available in factory-sealed containers. Five sizes. eee — 
‘ : locner- Dames pot MER m 

Pints, quarts, one, two, and five gallon containers. Damieus unSeEe 1a aja @ 
Write for complete information on Pol-mer-ix a 2 


Boiled. 


ARCHER DANIELS MIDLAND COMPANY 


MINNEAPOLIS, MINNESOTA 
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Displays Sell 80 to 100 Refrigerators 





Annually For Larrabee 


ISPLAYING electric _ re- 
D frigerators in attractive 

window settings about 
eight times a year—for a period of 
a week each—John E. Larrabee 
& Co., Inc., Amsterdam, N. Y., suc- 
cessfully sells from eighty to one 
hundred electric refrigerators a 
year. This is a particularly good 
record when it is considered that 
Amsterdam is a town of approxi- 
mately 35,000, within. easy travel- 


ing distance of several larger 
Cities. 
‘Thomas Leavenworth of the 


company tells us, “We have found 
the best way to sell refrigerators 
is to have one good man in charge 
of the department with one or two 
salesmen under him. The man in 
charge is on a direct salary basis 
while the salesmen are on a 10 per 
cent basis.” A good service man 
is another important factor in the 
Larrabee setup for refrigeration 
merchandising. When the com- 
pany entered the refrigeration field 
about eleven years ago its service 
man—who then had been with the 
store for ten years—took over the 
servicing of refrigeration. 
Refrigerators are sold on de- 
ferred payment plans, the mini- 
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mum down payment being 10 per 
cent, although higher initial pay- 
ments are required of some cus- 
tomers. Paper is handled by a 
financing organization. Five and 
six cubic foot models are the units 
having the greatest demand. 
There are always nine or ten 
refrigerators on display inside the 
store, together with kitchen ranges, 
the entire side wall of the appli- 
ance department being given over 
to electrical refrigeration. Manu- 
facturer’s display material is used 
to supplement the points brought 
out by the salesmen. Customers 
are comfortably seated while the 


various features are explained, as 
will be seen in the illustration of 
the interior display. 

A year ago Christmas the Larra- 
bee store used material supplied 
by the manufacturers together with 
trees, artificial snow and a sky 
background with stars to empha- 
size the idea that an electric re- 
frigerator was suitable merchan- 
dise for a holiday gift for an en- 
tire family. 

Interesting and inviting displays 
are particularly necessary in the 
merchandising of larger units of 
sale, for both the window and the 
store interior. 


Your Financial Statements 


There. was a time when extreme 
reticence concerning the financial 
condition of a business was consid- 
ered of paramount importance. 

But through interchange of credit 
information, wholesalers today in- 
form themselves with great exact- 
ness as to the paying habits and 
financial strengths of their dealers 
at regular intervals. Failures are 
plainly forecast months, even years, 
in advance. 





When facts are not available, the 
credit manager normally fears the 
worst. Your financial statement in 
his files is to him a rock on which 
he may build safely. He proceeds 
confidently when he knows and is 
most cautious by nature when in 
doubt. 

Cultivate his confidence by volun 
tarily mailing him your financial 
statement annually or oftener if con- 
venient. 
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126,399,277 Advertising 


impressions 


BRINGING CUSTOMERS INTO YOUR 
STORE .. . DURING THE BUSIEST 
MONTHS OF THE YEAR! 


Silex advertising will appear in all of 
the eleven magazines listed in Septem- 
ber, October, November and December 
issues. In addition newspaper advertis - 
ing carrying dealers’ listings will appear 
early in October and again in December 
telling local customers where to buy. 
All broadcast:’“MAKE BETTER COFFEE 
— buy Silex glass coffee maker”. This 
barrage brings new dollars for your cash 
register... helps you close these pros- 
pects. Get their names on your order 
book. Silex furnishes this amazing deal 
...most popular, fast-selling numbers, 
special combinations. . . to multiply pro- 
fits. Ask your jobber or The Silex Com- 
pany, Dept. HAY, Hartford, Conn. 
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SILEX blankets the nation 


- -with campaign of magazine and newspaper advertising 
ld ' 





New Kitchen Range Model 
with Moldex Shell. 


New Electric Table Model 
Deluxe Stove with Handles. 


* * PICTORIAL REVIEW 










McCALL'S 
ESQUIRE 
WOMAN'S HOME COMPANION 
BETTER HOMES AND GARDENS 
SATURDAY EVENING POST 
LADIES HOME JOURNAL 
GOOD HOUSEKEEPING 
AMERICAN WEEKLY 


AMERICAN HOME 
NEW YORKER 








Sell Silex models enjoying greatest popularity, 
plus tray set, including creamer, sugar bowl, 
which you can feature with any Silex Jr. model. 
As added incentive for immediate buying. .. 
decorative shells of gleaming Moldex... New 
electric stove with handles. 


inquire about our tie-in ad- 
vertising arrangement. . . easy, 
fast, sure and profitable... 


THERE IS ONLY ONE 


TRAOE MARK REGISTERED US PAT OFF 


GLASS COFFEE MAKER 
The product of THE SILEX CO. Hartford, Conn. 
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Dales 


DIXON’S 
CUP and PRESSURE GUN 
ge toa GREASES 











They withstand pressure, heat and 
moisture where plain greases squeeze 
out, melt out or wash out. They 
don't have to be replaced as fre- 
quently. The saving in material and 
labor, the assurance of better lubri- 
cation for longer periods make the 
use of Dixon's Graphited Greases 
true economy. 

S‘x consistencies, all water insoluble, 
are available. The lightest con- 
sistency, No. 0, is like heavy oil, the 
stiffest consistency, No. 5, is like 
soft tallow—No.'s 3 and 5 are most 
generally used. These consistencies 
are retained over a wide range of 
temperature. 

For information about these and 
D*xon's other graphited lubricants, 
ask for Booklet R-40. 


JOSEPH DIXON 
CRUCIBLE CO. 


JERSEY CITY, NEW JERSEY 









The hack saw blades that need no in- 
troduction and are always in demand. 





Star Moly Hack Saw Blades are sold only through 
recognized distributors. The Clemson Policy, 
rigidly maintained, protects your market and 
your profits at all times—assures full cooperation. 


Write today for details. 


CLEMSON BROS., 


Middletown, 
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How's the 
Hardware 
Business 


(Continued from page 66) 


group comprises 215 industrial pro- 
ducers, 15 railroads, and 26 utilities. 
and includes steel, shipping and 
ship-building, railroad supplies. 
farm implements, electric equipment 
and automobiles. Makers of every- 
day consumer goods, by their earlier 
pick-up, had left these durable lines 
behind in the march toward recov- 
ery, but all branches are now shar- 
ing more evenly in increased <ales 
and earnings. Sales of machinery 
and machine-tools have been very 
large all summer, showing general 
activity and rehabilitation in the in- 
dustrial field. In some _ districts 
there is a shortage of skilled ma- 
chinists. 
* * * 

Business activity improved in 
July for the fifth successive month. 
and The Annalist Index, published 
August 21, showed an advance to 
the highest level since April, 1930. 
The July index rose to 102.4 per cent 
of normal compared to 97.4 in June, 
95.8 in May and 88.9 in February, 
which was the low point for 1936. 
Gains were made by all branches 
for which July figures are available. 
Most conspicuous were cotton and 
rayon consumption, boot and shoe 
production, freight car loadings, and 
steel ingot and pig iron output. 

* e * 


Variable improvement has 
been noted in late corn and other 
crops, where rains have broken the 
long drouth. Prices have reacted 
sharply, particularly on corn, de- 
spite the heavy damage and the frac- 
tional yield, since the competitive 
inflow of Argentine supplies has al- 
ready started. Quotations on other 
crops have eased off due to the prob- 
ability of now saving a fair late 
yield in many sections. Prices on 
all farm produce, however, are still 
far above last year, and farm income 
will continue well ahead of 1935, 
despite reduced government benefit 
payments. Only a relatively limited 
area has such losses as will not be 
compensated by higher values—and 
in this area will be concentrated 
enough government aid to maintain 
a fair spending power. The food 
bill for the nation at large is bound 
to show a very sharp rise. 

* * * 

Cotton, unlike other crops, 
has been favored by weather condi- 
tions, and has suffered less than the 
usual damage from the boll weevil. 
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The forecast of August 8 indicated a 
crop of 12,481,000 bales, compared 
with 10,638,000 bales in 1935 and 
an average of 14,667,000 bales dur- 
ing the five years 1928-1932. Cotton 
brought a billion dollars to the 
South during the last season, re- 
ports showing that 13,321,308 bales 
were sold during the year ended 
July 31, 1936, for $762,465,000. Cot- 
tonseed sales brought the total to 
$931,756,000. Benefit payments from 
the government pushed the total 
across the billion dollar mark. Not 
since the 1929-1930 season has this 
important crop returned so much 
money to its growers. Stocks on 
hand at the close of the last sea- 
son, on July 31, were smaller than 
at any comparable date since 1930, 
totaling about 5,477,000 bales, com- 
pared with 7,208,000 on the corre- 
sponding date last year and a maxi- 
mum of 9,678,000 in 1932. 


* + 


The dollar value of orders 
taken in July by the Baldwin Loco- 
motive Works and its subsidiaries 
including the Midvale Co., amounted 
to $2,663,136 as compared with 
$951,896 for July, 1935, or an in- 
crease of 180 per cent. 

es * # 


A new high total in farm in- 
come for the recovery period was 
reported recently by the Bureau of 
Agricultural Economics. Farmers’ 
cash income from the sale of prod- 
ucts in July was $711,000,000, the 
highest figure since 1929. Income 
from sales in June this year was 
$582,000,000, and in July a year ago 
it was $451,000,000. Farmers re- 
ceived in addition $24,000,000 in 
government rental and benefit pay- 
ments in July, compared with $57,- 
000,000 in June, and with $19,000,- 
000 in July last year. The total in- 
come from marketings and benefit 
payments during the first seven 
months of this year was $4,024,000,- 
000—the highest for the recovery 
period. In the corresponding period 
of 1935 the total was $3,426,000,000. 


Eagle Catalog 


No. 36 shows the complete line of 
Eagle oilers and oil and gasoline cans, 
including a wide variety of types for 
household, industrial and automotive 
use. Each illustration is in natural 
golor. Several pages are devoted to 
colorful assortments, which are suit- 
able for point-of-sale display. A page 
is also devoted to selling helps. De- 
scriptions include complete specifica- 
tions and list prices and in several in- 
stances special features are illustrated 
and explained. Also shown are im- 
proved hydraulic oiler parts, which may 
be ordered separately. Eagle Manufac- 
turing Co., Wellsburg, W. Va. 
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a: Million Satishied ie 


Advertise DALEY CHURNS 


F satisfied users are truly the 
| world’s best advertising — no 

wonder nearly 90% of all the 
churns sold by the hardware trade 
today are DAZEY CHURNS! At 
this moment there are well over 
3 million DAZEY users and, judg- 
ing from the thousands of letters 
we have received, few, if any, are 
content merely to enjoy the su- 
perior service of a D EY 
CHURN in selfish satisfaction. 
Instead, they become ardent mis- 
sionaries, enthusiastically seeking 
to convert others to this far better 
way of churning. No wide-awake 
dealer can fail to realize, there- 
fore, the necessity of having a 
comprehensive stock of DAZEY 
HURNS always on hand. Espe- 
cially profitable are the electric 
models now that power lines arc 
so steadily being extended into 
rural districts. 


DAZEY CHURN & MANUFACTURING CO. 


St. Louis, Missouri — 


4301 Warne Ave. 









to 


Hand or 
Electric 





SOLD ONLY THROUGH 
JOBBERS AND DEALERS 








A SIZE FOR EVERY NEED 








2-QUARTS 


 10-GALLONS 


Operation 








ATLANTIC CITY 


Invites members of 


American Hardware Mfg. Assn. 


and the 


National Wholesale Hardware 


Association 


to make it their home during their 
Annual Convention 


October 19-22 


THE CLARIDGE adjoins the 


Convention Headquarters. 


Every room at THE CLARIDGE 


has outside exposure. . . 
private bath with fresh 


water, tub with shower... 


Room rates from $4 single and 
$6 double, European Plan . 


American Plan. 


Joseph P. Binns 


Manager 


the 


each its 
and sea 
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Good Tools Assure 
Good Profits 


UTICA tools make lasting 
friends and earn good prof- 
its. They make for satisfied 
customers and bring new 
business as well as repeat 
business. If you are inter- 
ested in profit instead of 
turnover, be sure to investi- 
gate UTICA tools—the most 
complete line of pliers in 
the world. They are drop 
forged from special Alloy 
Steel and have been tested 
for feel and balance as well 
as manufacturing perfec- 
tion. Get on the profit side 
with UTICA tools. 





The UTICA Long Needle Nose 
Side Cutting Plier No. 655 
51/2 in. 6 in. 7 in. 


UTICA DROP FORGE 


UTICA*eN.Y. 


TOOL (0. 


[A STEP AHEAD | 











Things Worth Knowing 
ABOUT GLASS 


By CORNELIUS deWITT 


| 10 make imitation art glass 

or cathedral glass, use one 

lite of single strength or 
double strength B quality window 
glass, about 8 x 10. Dip this lite 
in a solution of shellac and easter- 
egg dye of desired color. When 
this drys the result is amazingly 
effective. 

To make chipped glass, pour hot 
glue over surface of lite and allow 
to cool. The glue can then be 
chipped off, leaving a surface 
similar to manufactured chipped 
glass. This is known as the single 
chipped glass process. To get the 
double chipped process effect, 
merely repeat the process. 

To make ground glass, obscure 
glass or skylite glass, use a sand- 
blasting machine. If the hand 
method must be relied upon, use 
one or two pieces of glass and 
emery dust. Rub or grind these 
over the surface of the lite, upon 
which the emery dust has been 
sprinkled, until the desired effect 
is obtained. If opalescent glass is 
desired, dip ground glass into 
white or yellow shellac. 


Testing for Quality 

Picture framers and others who 
insist on glass of fine quality gen- 
erally test it for clearness, for 
color, light and shadow transmis- 
sion, and for lack of defects. In 
the past, most retailers of glass 
have based their tests on the ease 
of cutting or brittlesness, and on 
its being free from flaws. A more 
revealing test of quality is to take 
one lite of each of several brands. 
The samples should then be cut 
in half and exposed to the ele- 
ments for ten days or longer. 
These exposed halves when com- 
pared with the unexposed halves 
will nearly all show a darkening 
change in color. This means that 
the glass when glazed or framed 
will allow less clear light and 
vision, and will tend to darken 


pictures. Naturally, the sample 
that remains unchanged, or is the 
least changed by this test, is of 
better quality. As for the brittle- 
ness test, 99 per cent of all brittle 
complaints have been found to be 
the fault of the mechanic, or his 
tools, and not the fault of the tex- 
ture of the glass. Despite the often 
existing belief to the contrary, it 
is also a fact that there is no grain 
to glass. 


Suggested Small Stock 


For dealers who do not now 
stock window glass but who are 
interested, we suggest a small in- 
troductory stock of about ten sizes. 
These sizes will vary in the dif- 
ferent sections of the country and 
with the different styles of archi- 
tecture and needs of the commu- 
nity. As the dealer learns more 
about the local glass demand, he 
can increase the number of sizes. 


8x 10S.S. picture frames, sash 


and french doors. 


10 x 12 SS. barn sash, etc., and 
garages. 

10 x 16 SS. cellars, ete. 

12 x 14 SS. 

12 x 16 SS. Gung, oe. 

12 x 28 SS. double lite residential 
sash. 

14x 20 SS. steel sash, factories, 
etc. 


20 x 28 SS. 
24 x 26 S.S. > residential sizes. 
28 x 30 DS. 


Solving Putty Problems 


Putty has always offered varied 
problems to the trade. If either 
commercial or standard putty is 
too soft to work conveniently, add 
whiting or dry lead. If these pig- 
ments are not handy, add cold 
water. The water tends to cool and 
harden the putty and will not 
harm it as it evaporates, and also 
runs off the oily putty. If the putty 
is too hard, add linseed oil, or 
heat it. It is also a good idea to 
turn the putty cans or kits upside 
down to enable surface oil to 
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por FALL PROFITS 


In Fall, hearty meals again 
come into their own. That is 
your opportunity to increase 
turnover in roasters — for 
greater profits, WEST BEND 
roasters, of course. WEST 
BEND enjoys customer pref- 
erence, whether it be a maxi- 
mum capacity oblong roaster; 
a large, roomy oval roaster; 





< luminum 
Dept. 309 


A Far Better 
Christmas Tree Mat 


A felt sheet—white or green—4l4 ft. by 9 = 
Neat. Clean. Protects rug, carpet or floor. 


easy selling holiday item. RETAIL PRICE $2 
IDELITY FELT Christmas Tree Mat 


SILENCES & 


Bota 


IMPROVES § 
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This 7-color Cut-out advertises the 
Fidelity Felt Roadbed for Model 
Railroads. A good little profit pro- 

ducer for all-year selling. A 6-ft. 
strip retails at 35¢ for “O” Gauge 
tracks; 50¢ for “Standard” Gauge. 


Send For Details 


meets every requirement. Is of ample 
size to allow room in front for toys, gifts or 
“yard”. Can be put down or taken up in a 
jiffy. Leaves no “mess” to be cleaned up 
after Christmas. Lasts indefinitely. Retails 
at $2 for standard size; other sizes cut to 
order. 


or a round roaster for con- 
venient, everyday use. 


Like all WEST BEND utensils, 
they come in heavy or com- 
petitive weights. Their qual- 
ity and design will please 
your most exacting custom- 
ers. A display of roasters in 
your store will result in quick 
sales at handsome profits. 


This profitable merchandise and other fast mov- 
ing items are described in West Bend’s 25th An- 
niversary Catalog. Write for your copy today. 


WEST BEND ALUMINUM CO. 


WEST BEND, WISCONSIN 


KEEPS CARPETS AND FLOORS CLEAN 


Lasts a Lit Lime 


This strikingly attractive Cut-out, 
in 7 colors, sent with initial order; 
also a supply of folders for con- 
sumer distribution. 


Be sure to display this mat with your holiday goods. It sells itself. Write 
for trade discount and folder describing the Fidelity Felt Christmas Tree 
Mat and the Fidelity Felt Roadbed for Model Railroads. 


FIDELITY FELT COMPANY 


Die-Cut Felt Specialists 


FRONT & VENANGO STS., 


PHILADELPHIA, PA. 


Look on page 234, Hardware Age DIRECTORY NUMBER, August 27 











Unothas Profitable 


Item. for Your 
Farm rade- 
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HODELL Cow Ties are an- 
other source of steady profits 
because they are in constant 
demand. 

Made in several different 
styles—either welded or weld- 
less chain to suit every prefer- 
ence and need. 

They come in bright polished 
finish—packed % dozen in a 
strong, attractive display 
carton. 

Your farm trade will appre- 
ciate the better quality and 
design of HODELL Cow Ties 
—it will pay you to stock 
them. Write for catalog. 


THE HODELL CHAIN COMPANY 
3934 Cooper Avenue, Cleveland, Ohio 





PACKED IN 
MODERN 
DISPLAY 








COW TIES 


ALSO A COMPLETE LINE OF CHAIN 
ANDO CHAIN SPECIALTIES FOR FARM, 
HOME, AND INOUSTRIAL USE 
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intermix back into the pigments— 
similar to the idea of turning paint 
cans upside down from time to 
time. The cans, of course, must be 
allowed to remain in this position 
for some number of days to insure 
a good intermixing. Whiting 
smeared on one’s hands will keep 
putty from sticking to them. A 
putty knife, if occasionally dipped 
in water, will not clog with putty. 


Making Putty Stick 


If putty will not stick to the 
sash, there are several priming 
ideas that are good. Dip or prime 
a rabbet with linseed oil, allow 
it to set for ten hours or so, then 
glaze. Bedding and back puttying 
are used on many jobs. Primeless 
putty is good, yet in some cases 
it will not hold. To give it and 
all putty a real footing, one can 
easily groove or dent the putty 
rabbet with a chisel, or make cen- 
ter punch dents every inch or two. 
This idea is valuable for prime- 
less jobs on which commercial or 
standard putty are used. 


Using Glazing Compound 

Composition putty, or glazing 
compound, is a costly primeless 
putty made principally for sash 
work. It remains pliable for a long 
time after glazing, thereby allow- 
ing for contractions and expansion 
of the glass and sash. The cost 
of the compound can be averaged 
down by mixing with commercial 
or standard putty. This can be 
done without losing its primeless 
and semi-soft features when it is 
used on steel or wood sash jobs. 
This preparation on wood sash is 
a real protection for the corners 
where such sash weather rots. This 
rot is generally caused by inferior 
putty drying fast and breaking 
away from the corners, thus al- 
lowing water to work into the 
wood under the glass. 


Other Putty Pointers 


One of the finest of all putties 
is the old-timer that is still used 
by art glass glaziers. It can be 
used by the trade for almost any 
purpose and colored accordingly. 
Knead with a putty knife the fol- 
lowing: white lead, linseed oil, 
turpentine, whiting, lamp black 


(or desired color), and a pinch 
of litharge. 

In removing hard putty, place 
the sash on a table or stand, or 
easel, at a slant so that when 
muratic acid is applied it can 
soak into the putty. Then follow 
up with an electrican’s alcohol 
torch. Paint or squirt alcohol on 
the putty, strike a match to it and 
the flame will soften the putty. 
Hard putty can also be removed 
by using a gas flame, a hot iron, 
an acetylene torch, a plumber’s 
torch, or a soldering iron. 


Zine or Leaded Sash 


Hardware men are often called 
on to make repairs on zinc or 
leaded sash; to replace lites in 
them, etc., and in such cases these 
suggestions may come in handy. 
If soldering zinc only, use muratic 
acid. If soldering lead, use acido- 
leric Merch technical (light 
color). One can use a plumber’s 
candle to advantage. Also if 
soldering two joints of zinc and 
lead, use muratic acid. In order 
to get rid of black joints, polish 
them with steel wool. 


Controlling Stock 


To control stock, the writer sug- 
gests an idea given to him by a 
glass salesman in Washington, 
D. C. If a dealer has a large num- 
ber of sizes and desires the most 
effective means of weeding out 
the slow-moving or obsolete sizes, 
he might place a chart of such 
sizes on the wall near his rack 
and each time he orders glass he 
should mark the data and number 
of crates of glass ordered. Over a 
period of one to two years he will 
then be able to clean out every 
one of the dead numbers. . 

Another elementary idea is to 
know your glass discounts, your 
lists and how to buy from them. 
Often a size larger can be bought 
at the same price as smaller sizes. 
For instance, 24 x 26 and 24 x 24, 
30 x 30 and 30 x 32, etc. 


Cutting Circles 


When corners are to be trimmed, 
or small flashlight lenses, dash- 
board circles or ovals, etc., are to 
be cut in sizes too small for the 
circle cutter, use your tinners’ 
snips. The smaller the circle the 
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TESTED AND APPROVED 


By E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


We ALL LIKE TO SEE OUR YOUNGSTERS MAKE GOOD, so I’m sure you'll pardon me for the glow of satisfaction 
I experience in going into a large industrial plant and seeing Clover Color-Stripe Abrasives making good against more expe- 
rienced competition. : 

Our Coated Abrasive Papers and Cloths—now only 8 years old—are the babies of the Clover Family, but they are following 
right along in the footsteps of their famous forebear, Clover Grinding and Lapping Compound. 

Clover Color-Stripe Abrasive Papers and Cloths are now being used exclusively by some of the world’s largest industrial 
companies, in which sentiment plays no part and the goods are accepted or rejected solely on the basis of scientific test and 
demonstrated work-value. 

The Clover Color-Stripe line will work for you as faithfully and efficiently as anything you carry. It has made good under 
difficult conditions. We stand back of it 100 per cent. We help you sell it. The margins are right—the 
goods universally accepted. 

Won’t you give us a chance to show you what we can do for you? 


CLOVER MFG. CO., Norwalk, Conn., U.S.A. 


ABRASIVES 
Sandpapers, Metal-Working Papers and Cloths, Wood-Working Papers and Cloths—————Clover Grinding and Lapping Compounds 
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AN IMPORTANT FEATURE OF 


Greenlee Spiral Screw Drivers have 
many features which make them popu- 
lar with the user and easy for the 
dealer to sell. But the one that first 
attracts attention is the enclosing 
sleeve, completely covering the spiral 
= all times and keeping out dust and 
rt. 


This feature is also important, because 
it makes for better lubrication, keeps 
the work clean, provides a full grip 
for the guiding hand, and makes it im- 
possible to pinch the fingers between 
the bit chuck and the body of the 
driver. In addition, it gives the tool a 
well - balanced, clean-cut appearance 
that appeals to the lover of good tools. 


If you would like to make your tool 
displays more attractive and offer 
your customers greater tool values, 
make arrangements to stock Greenlee 
Spiral Screw Drivers now. The results 
will more than please you. 


Write Today for Complete Informa- 
tion, Giving Name of Your Jobber. 


GREENLEE TOOL CO. 


Rockford, Illinois 


1715 Columbia Ave 








easier it is to cut with snips and 
the harder it is to cut with a regu- 
lar glass cutter. 


Cutting Pointers, Etc. 


When cutting most types of 
sheet, plate, structural or art glass, 
a match or pencil generally works 
fine as a means with which to 
break the glass. Place the match 
under the cut at the end, press 
down on either side of the match 
or pencil and the resulting break 
will be a great improvement over 
the topping method. On large glass 
use a yardstick or long straight 
edge all the way under the cut. 
Press down as before. In cutting 
and removing small edges of extra 
large lites of sheet glass, bring 
narrow edge cut a bit over the 
edge of the table and parallel 
with it. Then catch the glass edge 
with the largest tooth of the cutter 
and twist off. Sharpen wheel glass 
cutters on a grind stone, piece of 
glass, or oil stone, then turn the 
wheel on several pieces of glass 
by making several trial cuts. 


Drilling Glass 


In order to drill holes in glass 
in other than the three-cornered 
file drill method, one can use a 
bronze tube or pipe of desired 
diameter. Sharpen the edge of the 
tube, notch the edge in three 
places, hammer the other end of 
the tube to a point so that it can 
fit in a brace, high-speed drill or 
wooden support if Indian rope 
twist fashion is to be used. Score 
the desired circle with a wheel 
glass cutter, diamond, or flat mill 
file. Build a putty or tinkers dam 
about the circle, fill the dam with 
turpentine and emery dust, etc. 
Then proced to drill. 


Displaying Glass 


The following suggestions are 
offered for displays of window 
glass. Such windows should be 
more generally used. 

Place a sash in the window 
with the glass half broken out. 
Hang a pair of short curtains over 
the sash with an electric fan in 
the back blowing the curtains. 
Place an appropriate sign around 
this display. “Have your sash 
glazed here.” “Buy your glass 


here.” “Buy glazing supplies 
here.” “Allow us to call and re- 
pair your window,” etc. Place 
putty, glass cutters, putty knives, 
points, etc., about the display. 

For another display show how 
glass is manufactured. Place pam- 
phlets, booklets and _ pictures 
around the edges of the window 
showing the different stages in the 
process of manufacture. Show how 
glass is packed. Have a crate of 
8 x 10 and one crate of 30 x 32 
opened, displaying modern paper 
separated lites and corrugated 
crate-packed glass. Have a sizable 
glass pyramid in the center of the 
window build with regular stock 
sizes (uncut) base glass about 
24 in. x 24 in., tapering to cut up 
scrap about 4 in. x 4 in. Scatter 
glass sundries at the base of the 
pyramid. As a background have 
the 8 x 10 and 30 x 32 opened 
and any other sizes unopened that 
will help fill in. Signs should be 
displayed inviting glazing jobs or 
glass orders. Have your glass 
manufacturer lend you a glass 
display, especially one on chemi- 
cal ingredients of which glass is 
composed. Also request electrical- 
ly lighted display on glass. 

An excellent window is to have 
one of your men cut glass in the 
window with his snips dry and 
with scissors under water. Also 
have him perform other tricks 
with glass, cutting it with razor 
blades, files, etc. Use match, mon- 
key wrench, etc. Those viewing 
such a display will be entertained 
and they will talk about the dis- 
play and become customers as well 
as advertisers. 

Make up a few signs such as: 
“Check your windows for cracked 
or broken lites. Every crack al- 
lows the cold air to come in and 
the heat to escape, thereby wasting 
fuel.” “Check your putty around 
the windows. Be sure the glass is 
well puttied. It is as important as 
calking your home.” 

Interest can also be created 
through a display featuring a 
broken glass in a sash. In front of 
it have such weapons as baseball 
bat and baseball, sling shot and 
pebbles, half a brickbat or two, 
golf ball and golf club, etc. Place 
signs inviting passersby to “re- 
glaze here.” “Buy your glass and 
sundries here.” 
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PROTECTION 
~ « « ata Profit! 


You'll sell more when you can satisfy all customers: 
those who want maximum padlock protection (and are 
willing to pay for it), and those who are looking for real 
value at a price. All can find just what they want in the 
ILCO Line of dependable padlocks. Here are three 
examples of Protection—at a profit to you, Mr. Dealer: 


No. 308 Heavy Cast Bronze Padlocks, 5 Pin-tumbler: | 
11/4,”. Shown in actual size. Gives greatest possible | 


security. Shackles are of heavy size, case-hardened steel, 
chromium plated, locked on both sides of the padlock. 
All parts and cavities are machined to extremely close 
limits of accuracy. Heavy cast bronze insures long life 
in all weather. Also No. 309—13/,” and No. 310—2”. 


“TEMBO” PADLOCK 
PIN - TUMBLER 


No. 319: 114”. Pin-tumbler, 
new unit type cylinder. Shackle 
case-hardened steel, nickel-plated. 
Case of special die cast alloy of 
high tensile strength. Finish: 
black wrinkle, attractive and dur- 
able. Phosphor bronze springs. 
Brass bolt. 








At right: DISC-TUMBLER 
CYLINDER PADLOCK 













ILCO KEY 
BLANKS 
See us first. We 
maintain an ex- 
tremely large as- 
sortment at a 
times, and can 
fill orders from 


No. 320G: 114”. 

Disc- tumbler, brass non-spill 

d) mechani Nickel- 
plated, steel shackle. Case of 
special die cast alloy of high 
tensile strength. Finish: green 
case and gold bronze name 
plate. Phosphor bronze springs. 











No. 320G 


(ae 
0 LOCK COMPANY 


Fitchburg, Mass. 
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HERE IS YOUR SHARE 
im the 


EXTRA CASH 


It’s the extra cash that counts with trap- 
pers—premium prices paid forbetterfurs. 
That’s why they demand STOP-LOSS 
traps—Victor No. 33, Victor No. 1 VG, 
Oneida Jump No. 1 JG. Equipped with 
the STOP-LOSS guard, all three models 
minimize “‘wring-offs,” reduce bruised 
pelts—that means extra cash for trappers. 


Get your share of the extra cash now— 
by stocking these STOP-LOSS traps... 
and keep well stocked to meet the in- 
creasing demand for better traps. Your 
wholesaler can supply you. 


Complete line includes: 


Oneida Victor Gibbs Two Trigger 
Oneida Jump Gibbs Single Grip 
Newhouse Victor and Newhouse 
Triumph Drying Frames 


Write for Display Deal— Free with Traps 


ANIMAL TRAP COMPANY 
of AMERICA 


87 Years of Improvement in Trap Making 
Lititz, Pa. Niagara Falls, Ont. 
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Is the Hardware Business 
Sufficiently Exciting 


(Continued from page 40) 


all. the Times is tiresome. Some- 
times the editorials bore me. Then 
I turn to the Hearst papers. Now 
please understand, I am not writ- 
ing about Mr. Hearst but about 
his papers, about their news and 
editorial contents. The Hearst 
papers are more exciting than any 
of the others. They raise issues. 
These issues may be right or they 
may be wrong, but they make you 
think. You get mad at the Jour- 
nal, You don’t agree with what 
Arthur Brisbane has to say, but 
you must admit that every day he 
says something, something excit- 
ing, something thought creating, 
some old fact to which he gives 
an exciting twist. 

What I believe we need in the 
hardware business is more, and 
not less, criticism. The main ob- 
ject, I think, of a hardware paper, 
of any paper, is criticism. Trade 
papers, or any other kind of 
papers, never become great by 
simply backslapping and yessing 
everybody. Let me repeat, what 
we all need is more excitement in 
our jobs. 


Lindbergh the Scientist 


Lindbergh is wise. The mere 
fact of his flying to Paris is now 
very old and stale news. It has 
lost the excitement of the day 
when his great feat was an- 
nounced. It may be all right his- 
torically, but as news, the Lind- 
bergh flight is dead stuff. I say 
Lindbergh is wise because now 
with Dr. Carrel, he is showing the 


scientists of Europe what they have 


done in creating an artificial hu- 
man heart. In this connection 
read Dr. Carrel’s book “Man, the 
Unknown.” In the September 
Reader’s Digest there are excerpts 
from this book. The facts that Dr. 
Carrel gives about what is hap- 
pening to your innards are cer- 
tainly exciting. 

I regularly take a paper called 
‘“‘Newsdom.” It is written for news- 
paper men. It is not supposed to 


have any general circulation. 


Newspaper editorials all over the 
country are based in a large mea- 
sure on information and _ trends 
given in “Newsdom.” With your 
permission I wish to quote an 
article on the subject of the free- 
dom of the press that to me was 
exciting. It may also be mildly 
exciting to you. 


“Felix Morley, editor of the Washing- 
ton Post, praised the newspaper profes- 
sion as a potent force for the preserva- 
tion of democracy in America here late 
last week. 

“Morely expressed conviction that the 
Nation’s newspapers are performing a 
great service in maintaining and de- 
veloping the critical attitude. 

“‘During the past three years the 
critical function in our country has been 
practically carried on single-handed by 
the press,’ he told his listeners. 

“As I see it, the problem is not so 
much to develop an informed public 
opinion as it is to build a critical public 
opinion. None of us can any longer 
hope to have more than a fragmentary 
understanding of the world in which we 
live. 

“We cannot be informed, except in 
broad outline, on most of the problems 
of our time, but we can, and we defi- 
nitely should, develop a critical faculty 
which shall be instinctively hostile to 
every dogmatic statement, instinctively 
insistent on the importance of proof for 
every flat assertion, and instinctively 
determined to subject to severe cross- 
examination everyone who either holds 
blindly to the mooring ropes of the past, 
or who insists with equal blindness that 
those ropes be cut merely because they 
are moorings.” 


The hardware trade should not 
allow itself to become regimented. 
We should not allow ourselves 
without thinking, to accept blindly 
the dictation of our leaders. What 
we need and what will do the 
hardware industry in this country 
more good than anything else is 
intelligent criticism. We need ex- 
citement, and direct, courageous 
criticism is one of the best meth- 
ods of engendering productive ex- 
citement. 
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The D Biggest Selling “THE BEST POLICY’ 
HORSE SHOES 


IS ONE THAT GIVES 
WICK CUSTOMERS 
A SQUARE DEAL! 














RETAIL BUYER can hardly be 
blamed for wondering about a 
dealer who annoys his customers by 
selling inferior, misfit wicks that spoil 
the operation of their oil stoves. 


Genuine Perfection wicks, stamped 
with the red triangle “Mark of Quality” 
and with the name “PERFECTION” 





@ America’s most depend- are the only wicks that should ever be 

able Horse and Mule Shoes for Half sold for use in Perfection-made oil 
stoves. Perfection wicks are made from 

a Century a special weave of cotton wicking and 
the wick carrier is of drawn seamless 

@ Sold by Leading Jobbers metal so there are no thick places to 


cause sticking. They are the 
only wicks that give satis- 
through regular trade channels factory service in Per- 
fection, Puritan and 
Ivanhoe oil stoves. 









everywhere on an established policy 


OTHER PHOENIX PRODUCTS @ 








Toe Calks Ribbed Steel (bars) RUBBER GOODS 
Screw Calks, Chain Hooks and Horse Shoes 
Drive Calks, Cold Shuts Pads—Drive Calks 
Shoes and Tools Spuds for Tractor Door Mats 
Racing and Sport and Lawn Mower Force Cups 

Shoes Wheels Radiator Hose 





coos PERFECTION 


nd Mule Shoes in the World = STOVE COMPANY 


332 South Michigan Avenue, Chicago, Illinois ; 
Catasauqua, Pa 7747-F Platt Avenue, Cleveland, Ohio 
a lI 
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“THE 
OUTSTANDING 
FURNITURE 
CASTERS 
e 
Bassick 


““DIAMOND-DART*’ 









FULL 
FLOATING 
BALL 
BEARING 


These are casters that every 
hardware dealer should feature! 


Two sizes with solid tread or rub- 
ber tread composition wheels. 
Ask your wholesale distributor for 
Bassick “Diamond-Dart” casters. 


THE BASSICK DISPLAY BLOCK 





Write for information and how to secure 
this display (8" x 12") that will double 
your caster sales. 


THE BASSICK COMPANY 


Bridgeport Connecticut 


OR} 








The Hardware Dealer and 
The Robinson-Patman Act 


(Continued from page 47) 


they will, of course, fall under the 
prohibitions of the Act. This is 
true whether such concessions are 
the result of quantity contracts, 
brokerage “arrangements” or 
other service set-ups. 

The big questions of procedure 
under this Act will not arise with 
the retail trade. These must be 
faced chiefly by the manufacturer, 
the jobber and the wholesaler. 
Whether or not quantity discounts 
are to be allowed and on what 
ratio, whether or not advertising 
allowances are to be offered and 
on what basis—these are ques- 
tions of policy to be decided by 
those through whose hands the 
goods move before they reach the 
retail trade. 

It is up to the retailer, however, 
to see that he receives in full the 
advantages to which he is entitled 
under the policy adopted by those 
who supply him. If they grant his 
competitor a quantity discount, he 
should see that he gets his pro- 
portionate discount. If they grant 
others an advertising or promo- 
tion allowance, he should see that 
a proportionate allowance is avail- 
able to him. 

And if not—what then? En- 
forcement of the Act is lodged in 
the Federal Trade Commission, 
the Attorney General, the various 
United States District Attorneys 
and the Federal Courts. Their job 
is to see that there is no discrimi- 
nation in price or terms of sale 
between proportionately equal cus- 
tomers. 


If you have reason to believe 
that there is such discrimination, 
report the situation in writing to 
the Federal Trade Commission in 
Washington, D. C. On the basis 
of your formal complaint, the 
Commission will cause an investi- 
gation to be made; and upon 
proof being made of any discrim- 
ination in price or in services or 
facilities furnished, the burden of 
rebutting the prima facie case thus. 
made shall be upon the person 
charged with the violation. Unless. 
justification shall be affirmatively 
shown, the Commission is author- 
ized to issue an order terminating 
the discrimination. 

Liability under the Act runs to 
the person who knowingly re- 
ceives an illegal discount, conces- 
sion or allowance, equally with 
the person who grants it. The 
retail buyer, therefore, will do 
well to assure himself that any 
concessions offered him to induce 
his purchases are concessions that 
are being granted generally. To 
seek and obtain a special price or 
individual service makes him 
equally liable under the law. 

The Robinson-Patman Act was 
adopted to insure equality of op- 
portunity for the great mass of 
individual, independent retail mer- 
chants throughout the United 
States. With the cooperation of 
the great mass of retailers—and 
of hardware retailers in particular 
—lI am convinced that the law will 
prove easily workable and readily 
enforceable. 





Duck Hunters Allowed 30-Day 
Open Season 


President Approves New Regulations With Drastic 
Restrictions; States Are Divided Into 
Three Zones for Hunting 


Duck hunters will have 30 days of 
hunting this fall under restrictions 
equally as rigid and drastic as those 
in force‘last season. Last year also 
the hunters were allowed only 30 
days. 

The new Migratory Bird Treaty 
Act regulations announced (Aug. 
14) by the U. S. Department of Ag- 
riculture were recommended by the 
Biological Survey, adopted by Sec- 
retary Wallace, and approved in a 


proclamation by President Roose- 
velt. 

“These new regulations,” says the 
Biological Survey, “continue strin- 
gent restrictions on the hunting of 
waterfowl in order to cut down the 
annual kill. The restrictions put 
into force last year were intended 
to bring about a reduction in the 
kill and they accomplished that pur- 
pose.” 

Regulations for this season are 
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NORTON ABRASIVES 


for 


EVERY HOUSEHOLD 








The Display that Sells 
SMOOTH CARVING 


KANTBREAK—the knife sharp- 
ener that brings joy to every table. 
Clean, whole slices in the correct 
professional manner. Any House- 
holder is glad to pay 50c. for 
the assurance of SMOOTH 
CARVING. 


In a small counter space, this dis- 


play makes EXTRA SALES. 





A lower priced sharpener — the QUICKCUT at 20c. 
is an excellent value. Packed 12 in display box. 


Sharp Tools Make Easy Work 





Every home needs a good sharpening 
stone for “general purposes”. This CRY- 
STOLON product, at 30c. keepskitchen 
cutlery and small garden tools in fine 
condition. 12 in carton —1 on card. 


SMOOTH SHAVES 


The ZP1 Stropper (with full size strop) 
automatically maintains the correct bar- 
ber’s diagonal stroke, producing that 
keen edge so essential to cool, comfort- 
able shaves. A full dollar's worth of any 
shavers money. Takes all popular blade 
types. 6 in display carton. 








All fully described in Catalog No. 17 


BEHR-MANNING 


(DIVISION OF NORTON COMPANY ) 


TROY, N. Y. 


Manufacturers of Quality Sandpapers 
Since 1872 
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DEALERS ARE 
MAKING MONEY WITH 


mural-tone 


We Utwney- Sewing Print in the Orange Cam. 





| MURAL-TONE is selling and repeating. Dealers and master paint- 





ers are making money with it. The appeal of low cost decoration 
with MuRAL-TONE is sweeping the country. 

The reasons are plain to see. ‘“Economy”’ is something every- 
one understands. “‘Beauty” hits hard-boiled business men just 
as it pleases women. “‘Speed”’ is the order of the day. 

Master painters are even more enthusiastic over MURAL-TONE 
than “‘package buyers,”’ because they understand the advan- 
tages of easy-flow, more thinner, and labor-saving. 

The perfected blending of casein and lithopone is the secret of 
MURAL-TONE’S success—plus powerful advertising every month 
in the right national magazines and newspapers. 

Send the coupon. Play the winner and make money. 


Reasons why MURAL-TONE is selling—and repeating: 
1. Dries in forty minutes. 4. Will not lime-burn. 
2. One coat covers—and 5. 90%lightreflective. 
hides. 6.1 gallon yields 1% 
3. Adheres to unseasoned gallons of paint. 
plaster and cement. 7. Cuts costs 25%. 


THE MURALO COMPANY, INC. « founded 1894 
566 Richmond Terrace, Staten Island, N. Y. 











BOSTON ° CHICAGO ° ATLANTA . SAN FRANCISCO 
 csleehapstonentaententenstastastenstoesionatentenstaetonstentstentenstantanstentntentatan 4 
| The Muralo Co., Inc., 566 Richmond Terrace, Staten Island, N. Y. | 
| Gentlemen: Send me full information about MURAL-TONE and | 
| tell me how it can make money for me. | 
| I cesssesnscesd 
Oe, ER el i oo hs i 
RE ee eS RT | 
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PRICES 
REDUCED 





l-oz. can 
3-in-One Oil 
Formerly 15¢ 


10S now 
D5 ‘now 


Now.. You Can Get 


3-oz. can 
3-in-One Oil 
Formerly 30c 


° Faster Turnover 
° Bigger Profits 


‘ Your customers will be glad to know 
they can buy from you — the best- 
known oil in the field at the same prices 
they pay at chain stores and gas sta- 
tions for unknown brands of uncertain 
quality. 

Thousands of dealers report tremen- 
dous increases in sales on 3-in-One Oil 
since they displayed it at the new 
prices. You can increase your sales, too, 
with a counter or window display of 
this kind. 

You Make Your Full Profit! 

You don’t have to cut into your 
margin of profit to sell 3-in-One Oil at 


these new low prices — ask your whole- 
saler or write us for new low prices. 


FREE Displays—Use Coupon 


The A. S. Boyle Company, (Inc.) 
1934-44 Dana Ave., Cincinnati, Ohio. 
Send us set of new colorful 3-in-One Display Cards: 


Se Sehasdiadaesibsaiabe 


Address................. 

















summarized by the Survey as fol- 
lows: 

Three zones—northern, intermedi- 
ate and southern—have been ap- 
proved for waterfowl hunting. Last 
year there were two zones, the 
northern and southern. 

In the northern zone the season 
this year opens Oct. 10 and closes 
Nov. 8, in the intermediate zone the 
season is Nov. 1 to 30, and in the 
southern zone, Nov. 26 to Dec. 25. 

Three important species of water- 
fowl, the Atlantic brant and redhead 
and canvasback ducks have been 
placed on the list of fully protected 
species this season. These three 
have not shown the recovery noted 
in other species. 

Last year’s regulations not permit- 
ting baiting or the use of live de- 
coys and sink boxes or batteries 
have been straightened and con- 
tinued. 

Waterfowl and coot may be 
hunted in season from 7 a. m. to 4 
p. m., standard time. 

The 3-shell limit on repeating 
shotguns in effect last year is con- 
tinued this season. Hunters may 
use shotguns not larger than No. 10 
gauge. 

The 100-foot regulation for the 
location of blinds has been elimi- 
nated. 


Hunting Restricted in Canada 


Drastic restrictions for waterfowl 
hunting this season in the provinces 


have been adopted by Canadian au- 
thorities. The Canadian restrictions 
to a very large degree are commen- 
surate with those for the United 
States. The open season on water- 
fowl in Canada has been reduced 
to two months with a daily bag limit 
of 12 ducks and 5 geese. Use of 
live decoys and baiting are also pro- 
hibited, and in certain provinces 
the use of “sneak” boats will not be 
allowed. 

“Only by restricting the kill,” 
says the Biological Survey, “will it 
be possible to send more birds back 
to the newly created breeding 
grounds in this country and to the 
Canadian areas where breeding 
birds are still deficient. In addition 
to the reduction in the legal kill 
last year, the illegal kill by duck 
bootleggers and post-season violators 
has been substantially curtailed as 
a result of the activities of U. S. 
Game Management Agents, Federal 
under-cover men, and State game of- 
ficials, aided by stiff penalties im- 
posed upon the violators by Federal 
and State courts. These gains, how- 
ever, are not great enough to justify 
any general let-up in the restric- 
tions.” 

Editor’s note: Charts giving the 
details of the migratory game bird 
laws and restrictions are published 
in full in the annual “Who Makes 
It?” Merchandise Directory of 
Harpware Ace, dated Aug. 27. 
1936. See pages 651 and 652. 


Winchester Exhibits at Dallas 





More than a quarter million persons have already visited the West- 
ern-W inchester exhibit in the Varied Industries Building of the Texas 
Centennial at Dallas, it is estimated by V. G. Winston, Texas district 
manager. Four free shooting acts by a fancy shot, Ad Topperwein, 
are presented daily and special representatives of both companies are 
present at all times to furnish complete information to visitors. 
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* ARCADE 


POWER TOOLS 
Priced Right . . . Built Right 


Arcade Power Tools have proved their worth to retail- 
ers and to consumers . . . dealers have found them 
easy-to-sell and profitable items to handle .. . 
consumers have found them. to be sturdy, long-life 
tools that give the fine results expected only of 
higher priced home workshop equipment. A!'l Arcade 
Tools are quality built with heavy cast iron bases 
and moving parts of high grade steel. 


Retail prices; Sander, 9” high, $4.50; Bench Saw 
table, 644” x 12”, $10.00; Jig Saw, 15!/o” high, 
$4.80; Drill Press, 15” high, $4.80; Lathe, 8” 
swing, 30” between centers, $8.50. Prices slightly 
higher west of Rockies. 


Write today for Free Catalog of Tools and Accesso- 
ries. The big sellimy. season is rapidly approaching 
-.» » be ready with a fine of Arcade Power Tools. 


ARCADE MFG. CO., FREEPORT, ILL. 
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AMERICA’S 


FASTEST 
SELLING 
BLOTORCH 





SELLS FOR 
$4 90 
LIST 


Here's a blotorch by Turner that gives trouble-free 
performance with economy and complete safety. 
Capacity, | quart. Equipped with all weather 
burner and composition valve wheel that stays 
cool. Seamless brass tank finished in gold lacquer. 
Backed by Turner's 65 years of building quality 
products. 


OY at vate 


400 Park Avenue, Sycamore, Illinois 
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HOLTITE 
WOOD SCREWS 





CONTINENTAL SCREW CO. 


Office &@ Factory 
NEW BEDFORD 
Massachusetts 


SOUTHEKN BRANCH 
1421 Fort Street 
Chattanooga, Tenn. 


WESTERN BRANCH 
6529 Russell Street 
Detroit, Michigan 














Pyramid 
Radio Antenna 


The Complete One-Mast 
All-W ave Aerial That 
Goes Upon One Roof 





No more hopeless tangle of wires— 
4 no high masts to erect. Premax 


<=> ! Pyramid Antenna is welcome every- 

= where for its improvement in re- 

_—————a ception, simplicity of installation 

3} and low costs. A real profit item in 

9 [ every hardware. store. Send for 

aanene bulletin or sample. 
— 

PREMAX SALES DIVISION 

Chisholm-Ryder Company, Ine. 


=> LIST PRICE, COMPLETE, $5.95 
| 3801 Highland Ave. Niagara Falls, N. Y. 
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191 Taxes on Every Roll of Fence As Compiled Paid by Gas Producer 
16 Taxes, including State Utility 


for the Farm Journal by Herbert F. Powell Franchise Tax 


Paid by Iron Mine 


1. Federal Income Tax 

2. Federal Payroll Tax for Un- 
employment 

3. Federal Surplus Tax on Cor- 
porations (just passed) 

4. Federal Capital Stock Tax 

5. Federal Excess Profits Tax 

6. Federal Motor Fuel Tax 

7. Corporation Franchise Tax 

8. Sales Taxes on equipment and 
supplies 

9. State Income Tax 

10. State Motor Fuel Tax 

11. State Payroll Tax for Unem- 
ployment 

12. State Real Estate Property 
Tax ; 

13. School District Real Estate 
Property Tax 

14, State License Tax on Trucks 
and Autos : 

15. Automobile Driver’s License 
Tax 

16. State Mine Inspection Tax 


Paid by Copper, Zinc, Coal and 
Limestone companies 


Same Taxes as above—64 more 
taxes 








Paid by Steel Manufacturer 


22 Taxes, including import duty 
on manganese 


Paid by Fence Manufacturer 
21 Taxes 

Paid by Transportation Companies 
17 Taxes, including special utility 


WHOLESALE Tae 
ye ARDWA R EK Paid by Wholesaler or Jobber 


17 Taxes, including real estate 


HO 2 SKS and gross receipts taxes 


J F Retail 
Every One Selling Through Hard- slat dindaaanee ap rcsi 


ware Channels Needs a Copy. 18 a and a 
















— 
Indispensable for Total 
x 191 Taxes. 
1 Calling on Hardware Jobbers 
s 
2 Your Credit Department Fishing Lines 
s . 
3 Direct Mail Work Catalog No. 16 on Pilot Brand fish- 
© ing lines includes braided silk lines, 
Xt Lists: PRICE braided and twisted linen lines, and 
SHELF HARDWARE JOBBERS braided metal trolling lines. Complete 
ee ee eee e information is given for each line and 
PLUMBERS’ & TINNERS' SUPPLIES JOBBERS A COPY ee on ge = sage 
MANUFACTURERS’ AGENTS Remittance of the line as we as t e line itsell. 
HARDWARE CHAIN STORES with Order The lines are put up in modern con- 
HARDWARE ASSOCIATION LISTS tainers which lend themselves for dis- 











play purposes. Information on the 
HARDWARE AGE VERIFIED LIST proper care and uses for bait casting 


239 W. 39th STREET NEW YORK, N. Y. lines is given. Several special assort- 


ments are also shown. The Bevin- 
Wilcox Line Co., East Hampton, Conn. 
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Model 860 
LIST PRICE 


$1950 


Complete 
less motor 








Speedy Paint Sprayers 
Professional type with famous Clean Air 
compressor on steel base, pressure feed in- 
ternal mix spray gun with quart aluminum 
cup. List only $18.50—others $5.00—$14.00. 
Autopower sprayers $2.60 and up. No cylin- 
ders, pistons or rings to wear out. Sturdy, 
efficient, yet low in cost. 


W. R. BROWN CORP. 


5724 Armitage Ave., CHICAGO, 


DEALERS: 


Send for price list, 
discounts and details 
on electric and auto 
power paint sprayers. 


ILL. 

















SHALLOW 
WELL PUMPS 


DEEP WELL 


STRONG PUMPS 


CLAIMS gue 
You have never heard TANKS 


as quiet a Deep Well 

Pump as Uniflow’s. CELLAR 
You have never seen DRAINERS 
a more positive or 
more simple lubricat- 





ing system, with gears WATER 
running in oil, than eas 
Bi ROLL-N-OIL that of Uniflow’s 
Roll-N-Oil. You have never serviced a: 
more accessible Deep Well Pump than KLARIFIERS 
Uniflow’s. 


“Oh Yeah?” say you, “but what's in it 
for me?” Uniflow Deep Wells are priced 
from $80.00 up and carry nifty jobber and 
dealer discounts—that will answer that 


DOMESTIC AND 
COMMERCIAL 
REFRIGERATION 


question. When profit and performance get 
together, 
today. 


WATER 


that’s your opportunity. Write COOLERS 





Only Uniflow “Deep Wells” me N11 G4 2 @)1@) Gao) 
the more costly left and right 
Spiral Cut Double Gears—2\, 
teeth always in mesh—with slid- 
ing tooth action. They balance 
the load, absorb thrust and 
eliminate that loud gear noise 
common with cheaper spur 
gears. Permanent quietness is 


assured thru adjustable eccen- 
tric Bronze Main Bearings. 
Write today for complete story. 
BEER PUMPS 


UNIFLOW MFG. CO., ERIE, PA. 
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BOTTLE 
COOLERS 





DRAUGHT BEER 
COOLERS 











‘Built 


TO SELL 
AND TO 


SERVE 















Smartly modern appearance and 
easily demonstrated exclusive 
features make Horton washers 
and ironers easy to sell. In-built 
quality assures dependable oper- 
ation—means satisfied customers 
—no service problems. Ask your 
jobber, or write for information 
about the new Horton line. 


HORTON MANUFACTURING COMPANY 
3603 Osage St., Ft. Wayne, Indiana 












$569 New Lusiness 


, on SPEEDOLITE 


fa RENTALS 


(NE Dealer displayed this sensa- 
tional Sander on his floor and 
took in $569.00 in cash _ rental 
earnings. This amount did not in- 
clude the sales of sandpaper and 
floor finishing materials which thou- 
sands of dealers report exceed the 
rental revenue from every customer. 


YOU CAN DO AS WELL 


With our Sure-Shot FREE Advertis- 
ing material behind you, you can. 
get your share of these big cash 
earnings in no time. 


The SPEED - 0 - LITE is 
light in weight (S80 Ibs.) 
—works right up to the 
quarter-round—picks up 





NO DIRT 


all dirt and dust and 
leaves a ball room finish NO DUST 
on every floor. Operates 
from any convenient NO MUSS 


outlet. No experience re- 
quired. TRY IT FOR 5 
DAYS AT OUR EXPENSE. 


;-MAIL COUPON TODAY-- 


LINCOLN SCHLUETER FLOOR MACHINERY CO. 91036 | 
212 W. Grand Ave., Chicago, Illinois 
Please send full details of your 5-Day FREE Trial SPEED-O-LITE Of- 
i fer. Also tell me how | can own it. [ Interested in time payments. 





j Name Neer ee ae ; ORE ee re ome hry eee 
—" ; ' . 5.30 sito he 
City rer ini ees SR caaidsasanean 
ee 
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is all it takes to point out the 
“Date-line’’ on an “Eveready” 


Battery when you sell it. Only 
one second... 

BUT IT MAKES YOUR STORE A BETTER STORE 
for it instills confidence in your 
customers. It shows them that 
you sell the dest...that in 
your store they get full value for 
money spent. 


“EVEREADY” |: 
BATTERIES |: 
are FRESH |: 
BATTERIES |: 


. . 
NATIONAL CARE” 
Veet ot Umrow Camaoe 4 
waee 











VICTORIA-DELUX 
FOOD STRAINER & GRATER 


A Big Profit-Maker 
For the Canning Season 














Will Strain For— 
Tomatoes Tomato 
Berries Juice 

‘ | 
Fruits Fruit 
Corn Cocktails 
etc. Apple 


Sauce 










Jellies 


Write for 
Dealer Prices 


Every housewife is a prospective customer 
for this practical food strainer. It removes | 
skins, seeds, bulk and fibres—and does the | 
work in a fraction of the time usually re- 
quired. Can be used for a variety of foods 
and strains them all without waste. Only 

a few parts to clean. Built to last. 

Grater attachment for cheese, crackers, etc. 


Liberal profit for dealers. 


GRANDINETTI MFG. CO. 
1101 Court St. Syracuse, N. Y. 
| 
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Consumers Cooperatives 


(Continued from page 36) 


cents. This price is said to give a 
fair profit to both Luma and the 
industry at large. Now bulbs from 
this plant are sold through coop- 
eratives in Denmark, Finland and 
Norway as well as in Sweden. 

Although co-ops are a big factor 
in Swedish business, two-thirds of 
retail sales and a greater portion 
of wholesale business is still han- 
dled by privately owned firms. A 
greater influence, perhaps, has 
been the action of the co-ops in 
holding down price levels and lim- 
iting profits in a great many fields. 

Both Marcosson and Marquis 
W. Childs, whose recent book, 
“Sweden, the Middle Way,” has 
greatly stirred interest in the co- 
operative movement, give consum- 
ers cooperatives much of the credit 
for Swedish recovery. (Only 43,- 
000 persons in a nation of 6,- 
000,000 are on relief; the unem- 
ployment peak was 180,000, and 
the First National Bank of Boston 
recently announced that Sweden 
and Great Britain lead the world 
in recovery.) 

Childs’ book is also important 
in that its detailed report of the 
aims and work of Swedish cooper- 
atives stimulated the interest of 
President Roosevelt in the subject 
and resulted in his sending to 
Europe a commission of three 
to study all forms of consumer 
and producer cooperatives. 

Friendly business dealings be- 
tween the cooperatives of different 
countries are common. Denmark, 
Finland, Norway and Sweden do 
much buying together from other 
lands, have a joint manufacturing 
agreement, and sell to each other. 
British cooperatives deal similarly 
with cooperatives in many coun- 
tries. In the United States, the 
oil-blending plant of the Consum- 
ers’ Cooperative Association, 


North Kansas City, Mo., has sold 


. the world 


its fifth order of American-blended 
lubricating oil to the French Co- 
operative Wholesale Society, 
Paris, bringing its sales to this 
French group to 35,000 gallons. 
The same company has also sold 
a second order of more than 3000 
gallons to the Scottish Cooperative 
Wholesale Society, Glasgow. 

Beyond their commercial rela- 
tionships, cooperatives in more 
than forty countries, with 88,000 
societies and 100,000,000 mem- 
bers, are federated into the Inter- 
national Cooperative Alliance. 
Well attended annual conferences 
are held. In the intervals an ex- 
ecutive committee is in charge, 
taking its most recent action in 
issuing a “declaration” demand- 
ing for cooperatives “complete 
freedoin to develop on equal terms 
with every other economic enter- 
prise.” (This declaration was in- 
spired by action of the Italian and 
German governments in limiting, 
suppressing, or nationalizing co-op 
movements and of the Russian 
government in nationalizing co- 
ops.) 

Now in its fortieth year, the al- 
liance is the international educa- 
tional, propaganda, offensive, and 
defensive union of consumers co- 
operatives. It is continuously alert 
to push the cause of consumer co- 
operation as “a new economic 
order, capable of replacing the 
existing individual profit-making 
system,” and is forever spreading 
the story of its “progress” toward 
that goal. It does its best to give 
“evidence” that con- 
sumer co-ops “are good.” 

(This may be the showing 
abroad, but what have the con- 
sumer cooperatives accomplished 
in the United States? In the next 
article in this series, Mr. Moeller 
will tell of their achievements, 
their purposes, and their goals.) 





Freight Claims 

Our laws require that settlement 
must be made promptly by the trans- 
portation company for damage to 
merchandise. 

On the contrary, claims must be 
definitely substantiated before pay- 
ment can be made. 


Countless delays originate in the 
failure of the claimant to furnish all 
documents and information required. 

In that way only can you be as- 
sured of prompt payment of all just 
damage claims without additional 
correspondence or unwarranted de- 
lay. 
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It beats the Dutch... 
how Speedy-Clean Chrome Dutch Ovens Sell! 





Sm 





Stock this sensational success now. Never 
needs scouring—women go wild about its 
brilliant chrome exterior! Famous Butler 
interior — the perfect cooking surface! 
Finest steel, heavily chromed. Wonderful 
heat conducting qualities. Self-basting top 
with cool, ebonized knob. 10 x 4%% inches. 
Popularly priced. Order from your job- 
ber today. 


Write for information on complete 
Everedy Speedy-Clean line. 


‘re EVEREDY C. 


FREDERICK e§ MARYLAND 














"U.S." Trace Cha 
by McKay 


Every one—Perfect 


Every one—Proof- tested for 
strength. 


Every one—Inspected before ship- 
ment. 


Every one—Guaranteed for mate- 
rial and workmanship. 


Every one—Brightly polished. . . . 


Every one—with the “U.S.” mark 
on the swivel. 

You'll “go to town” with “U.S.” 
Trace Chains! Sold by leading 
jobbers everywhere. Trace Chains 
are only one item in a COMPLETE 
CHAIN LINE made by The 
McKay Company, McKay Bldg., 
Pittsburgh, Pa. (Formerly U. S. 
Chain & Forging Co.) 


Seu, MCKAY... cmd youll be OK! 














til — 
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ABRASIVE CLOTH 
BELTS 


FOR ALL MAKES OF 
PORTABLE SANDERS 





We are experts in the manufacture of 
abrasive belts, and can supply the correct 
type of belt for your work on short notice. 


JEWEL ABRASIVES 


for wood, metal and leather working 


ABRASIVE PRODUCTS, INC. 


SOUTH BRAINTREE, MASS. 
Branches At 
CHICAGO 





NEW YORK LOS ANGELES 














Abrasive Products, Inc. So. Braintree, Mass. 


Send us a copy of your catalog. (HA. 10) 


_ , WER ter reer erterrrre ree Cr ren rere rT 
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“ROTABIN” 


BULK STORAGE STEEL BINS 





No. 445 


Sell Nails the Easy Way 


These attractive bins rotate easily—en- 
able customers to see and select the kind 
and size of nails wanted, without wasting 
your time. Bring the nails to the scales-— 
saves steps. 12 to 50 kegs carried in 4] to 
58 ins. of circular floor space. 


“ROTABIN” eliminates unsightly kegs 
and sells MORE nails—acts as a constant 
reminder to customers. Beautifully finished 
in olive green baked enamel. With or with. 
out scales. Scales extra. Also counter 
model. Write for Folder and Net Prices. 


THE FRICK-GALLAGHER MFG. CO. 
e Wellston . . . . Ohio e 


Rotlast 


ROLLER SKATES 











a 


* "The big steel balls 


make them sturdier... 


D. P. HARRIS HDW. & MFG. CO., INC. 
D. P. HARRIS BLDG., NEW YORK, N. Y. 
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A Leaf from the Chains 


(Continued from page 37) 


had kept them at that price, the 
amount we bought would probably 
have lasted us a year. Marking 
them 19 cents means we sell a 
gross in no time at all. 

“Dish cloths never moved,while 
at a special price they go out so 
fast we buy them in great gross 
lots. The same story is true of a 
Japanese made papier mache tray 
which is alcohol proof and retails 
profitably at nine cents. The same 
may be said of specials in table 
and lunch cloths. 

“All these specials, which were 
offered one at a time, have made 
a tremendous number of people 
shop our store regularly. The big 
thing is to get the people looking 
in the windows and then inside the 


store. Good specials do this job 
to perfection. 

“There are a number of things 
the aggressive independent hard- 
ware retailer can do to offset the 
chain store and other price com- 
petition in addition to the fore- 
going. We can and do meet chain 
store prices on many things, fish- 
ing tackle for example, then beat 
them on personal service. The 
house to house peddler can be 
licked by giving some real values.” 

As Mr. Rompage has been doing 
a successful hardware business 
right on Hollywood Boulevard for 
the past twenty-two years, his 
methods must be right else he 
would not have been there that 
long. 





Long Terms Lead to Failures 


(Continued from page 42) 


calculated to show the retailer and 
trade at large the economies af- 
fected by distribution through 
wholesale channels. 

And yet, in many instances we 
have all been guilty of selling mer- 
chandise on long datings. The 
condition having been to some ex- 
tent forced upon us by factories 
selling on long datings to the job- 
ber and forcing the jobber to pass 
the dating on to the retailer. If I 
could convince myself that long 
datings are beneficial to the re- 
tailer I would be ‘a strong advo- 
cate of the system. But experience 
has taught me that long terms 


create for the dealer: overstocks, 
additional insurance, additional 
freight, errors in selecting mer- 
chandise that will produce the 
proper turnover, and require cost- 
ly additional floor and warehouse 
space. 

In these long terms which are 
man made we are attempting to 
force the sale of merchandise, with 
no power over God-made elements 
which regulate the harvest to be 
reaped throughout our agricultural 
districts. All thinking people have 
long since been convinced that we 
cannot control crop growing 
seasons. 





China and Glass Major Lines 


(Continued from page 45) 


$10.00. The chinaware line starts 
with the cottage set of 32 pieces 
which sells at $3.95 and $4.95 and 
the open stock patterns begin at 
$5.95 for a 32 pieces set and range 
in price up to $57.50 for a ser- 
vice of 12. The company expects 
and tries to make three turnovers a 
year on its “open stock” patterns. 

Having chinaware displays at 
all times in the stores and featur- 
ing the lines in display windows 


of all stores the Imperial Valley 
Hardware Co., impresses upon its 
customers and prospects the fact 
that a wide variety of chinaware 
is available at all times. Attract- 
ive displays of chinaware, in the 
windows, are enhanced by the use 
of fine floor coverings, attractive 
cloths on the tables and by mirrors 
and drapes as shown in the win- 
dow display pictured on this page. 
This display utilizes a mirror on 
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When all steel weatherstrip was introduced on “Over-the-Top”’ 
Door Equipment (for standard single car openings) it made such a 
big hit with dealers that development of the same feature for the 
larger, heavier sizes of this revolutionary garage door operating de- 
vice was begun immediately. Now it’s ready .. . all steel weather- 
strip for “Over-the-Top’”’ Door Equipment Nos. 718 and 912. 
This new improvement (1) saves time installing by accurately locat- 
ing the hardware without measuring; (2) saves the cost and time of 
cutting and fitting 2”x6” and 1”x4” wood weatherstrip . .. never 
splits or warps... is practically indestructible; (3) assures a truly 
weather tight job; (4) presents a neater appearance with its japanned 
finish to match other hardware. 


Now, more than ever before, “Over-the- Top” Door Equipment offers 
you an opportunity to cash in on the modernizing and new construc- 
tion of residential and public and industrial garages. Go after the 
extra profits made available only by the equipment applicable to both 
old and new doors. 


Frantz Manufacturing Co., Sterling, Ill. 
pero 
VER" DOOR EQUIPMENT 


ALLIGATOR FOR REPEAT BUSINESS 


Sat teen oon.ne tan ores display these unusual items! 
STEEL BELT LACING P x SLUMBER STOPPER —A 30-hour alarm 


with top shut-off and soft tick. Metal 
i ‘ case in choic f thre t lor 

For belts of all kinds and sizes. pons rg ‘Height, 44". A big oa 

Genuine ALLIGATOR STEEL at $1.25 retail. 

BELT LACING is stocked by LURAY KITCHEN CLOCK — All - metal 

leading jobbers and listed in case in green, ivory or black, 5” ivory- 

their catalogs. Not sold by onail tinted dial, modernistic hands. Bowed 

order companies under its own 

or any other name. Specify 


glass crystal. 8-day spring (or elec- 
tric) movement. $3.00 retail. 
“Genuine Alligator Steel Beh 
Lacing.’’ Order 


LAPEL, JR.—Suspends by’ braided 
leather cord from lapel or belt. Extra 
through your jobber. 
Sole Manufacturers 



























thin, light plastie-case, in black and 
red or black 
and white. 
Unbreakable 
esvaetai 
modernistic 
aviation-type 
dial. $3.95 re- 
tail. 












FLEXIBLE 
STEEL LACING CO. 
4616 Lexington Street, Chicago 


In Exgland at 135 Finsbury Pavement, Londen, EC 2 












PAC. COAST 


: Watch Division 
THE NEW HAVEN CLOCK CO. 
NEW HAVEN, CONN. 
* 





















Gun Cleaning Supplies 


HEY need famous Hoppe’s No. 9 Solvent to take leading, metal 

fouling, all firing residue, out of the bore of every firearm— 
and to prevent rust. 

They need Hoppe’s Cleaning Patches right along with No. 9, 
for quick, easy, successful bore cleaning. Correct soft canton 
flannel. Five round sizes, one square, one oblong, each in dust- 
proof cartons. 

They need Hoppe’s Lubricating Oil to keep friction out of gun 
actions. Light, pure, penetrating, won’t gum. Need it too for 
cleaning, polishing, and to prevent rust. A fine handy house- 
hold, office and home work-shop oil. 

They need Hoppe’s Gun Grease for coating guns inside and out- 
side when stored, to prevent rust. 


Sell The Complete Kit 
Your Jobber will supp'y Hoppe Prod- 


Hunters appreciate the convenience of Hoppe’s Gun Cleaning tl Ser Cleend Cut 
Pack. All in one handy carton—1 full-size bottle No. 9, 1 full- to she emtemes FREE "ae a 
size can Oil, 1 tube Greasc, temporary supply of Patches, and 

Hoppe’s Gun Cleaning Guide. A quickly made group sale that FRANK A. HOPPE, Inc. 
gives you a good profit. 2314-A No. 8th St., Philadelphia, Pa. 
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ARMSTRONG 


Tools for Home Workshops 


Just as ARMSTRONG TOOL HOLDERS 
are standard thruout industry (are used 
in over 96% of the machine shops and 
tool rooms) so ACE TOOLS are stand- 
ard on the finest metal-cutting hoime 
workshop lathes and with home crafts- 
men everywhere. 


With an ACE Lathe set (illustrated be- 
low) one is permanently tooled-up for 
every lathe operation. Made up of 
properly selected tools, correctly de- 
signed and finely finished, these widely 
pot me ge | ye priced to sell 
against the roughest forgings—8 ACE 
TOOL HOLDERS with High Speed Steel 
sna Blades in a fitted steel case, 
wovU, 





Write for Circulars 


Armstrong Bros. Tool Co. 
“The Tool Holder People” 
314 N. Francisco Ave., Chicago, U.S.A. 





New York San Francisco London 
The ACE 
Lathe Tool 
| SET Complete, 
List Price 
od | 4-50 
tm fitted 


steel case 


3 Turning Tools 
2 Geen 


ools 
Knurling Tool 
Boring Tool 


with High Speed 
Steel Cutters and 
Blades and 2 
Wrenches in 
steel case. 








AT YOUR SERVICE f 


Tue “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 

If your current Direc- 


tory does not give you 
the information you seek, 


write the “Who Makes 
Ir” Editor. He’s at your 
service! 


HARDWARE AGE 


239 West 33th Street New York NY 


ane Charter Wom ane 
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one side, panels with decorative 
flowers and a sign which reads 
“Beautiful new Chinaware that 
will lend the essential note of hos- 
pitality to your table. Choose 
from many open stock patterns.” 
Plated silverware is one of the 
related lines displayed with china- 
ware in the show windows. 


The Imperial Valley Hardware 
Co., Inc., with headquarters in El 
Centro Calif. operates retail stores 
in that town and in Calexico Im- 
perial, Brawley, Holtville and 
Calipatria, all in California to- 
gether with stores in Yuma, Ariz. 
and Somerton, Ariz. Two whole- 
sale stores are in El Centro. 


Economic Distribution at a Profit 


(Continued from page 39) 


does not stock his particular line) 
in a position to quote against his 
distributor who does stock his line 
and, presumably pushes its sale? 
The answer is obvious. 

No. 5—Territorial Protection. 
Assuming that the manufacturer 
has adopted a policy of selective 
distribution and his distributors 
are selling his products in a cer- 
tain territory. What should that 
territory be? County lines? I don’t 
think so—county boundaries are 
not always natural boundaries 
from a distributing standpoint. It 
may be county lines, but it should 
be the natural market area for that 
distributor—taking in that terri- 
tory which he covers intensively 
and with every advantage of ser- 
vice, and may be different for dif- 
ferent lines. In such a territory 
if worked intensively and if the 
distributor is loyal to his manu- 
facturer—then the manufacturer 
should give him such assistance as 
he can, consistent with the size 
and profit of his line; refer in- 
quiries to him; ‘refuse to make 


direct shipments into that terri- 


tory for another distributor and 
otherwise loyally assist the distrib- 
utor in ways peculiar to his par- 
ticular line. 

No. 6—Overlapping territories. 
There are, nearly always, bound to 
be overlapping territories — or 
neutral areas which distributors, 
from two or more centers, cover, 
in which case I believe a manu- 
facturer should refer inquiries to 
both distributors, and, with the 
knowledge of both distributors, he 
should treat such territories in 
every way as neutral. Without 
question maintenance of the manu- 
facturers’ suggested resale price is 
the most effective way to handle 
such territories satisfactorily. One 


manufacturer says: “When busi- 
ness is secured outside natural ter- 
ritory it is done by distributor’s 
own effort and at my suggested 
resale.” Another: “Best way of 
curbing or correcting this is by 
giving fullest cooperation to dis- 
tributor in his territory and lim- 
iting this cooperation to him. We 
feel by properly selecting a dis- 
tributor in the first place, elimi- 
nates this possibility to a large ex- 
tent.” Another: “No trouble—a 
distributor should so well cover 
his territory that no outsider can 
hope to secure any appreciable 
business.” Another: “It is our 
opinion that if the territories are 
confined to economic trading areas 
little overlapping will be experi- 
enced.” 

To my mind misunderstandings 
are the greatest source of trouble. 
Misunderstandings bring loss of 
confidence and when confidence is 
gone it is time to seek another con- 
nection, whether one is a manufac- 
turer or a distributor. 

Assuming then that a manufac- 
turer has a definite sales policy— 
why not put it in writing? Not 
every detail of his individual dis- 
tributor arrangements, but the 
broad principles. As time pro- 
gresses he may find additional re- 
finements to be made. A written 
sales policy is much like a letter; 
often to confirm what has been 
said, and in any event to avoid 
misunderstandings. In one of the 
replies received by the Distributor 
Relations Committee the manufac- 
turer said, “We do not have a writ- 
ten sales policy, our sales policy is 
so definite that it does not require 
written elaboration. One hundred 
per cent through the distributor.” 
Another manufacturer says: “Have 
a very definite policy, which poli- 
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SUPER APEX 


has a zinc coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 


On top of this zinc coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 


THE LIFE OF SUPER APEX 


in “Salt Air,” moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 


STEEL — COPPER — GOLDEN BRONZE — 4. eae ALLOYS 
ANTIQUE BRONZE — ALUMINU 


HANOVER WIRE CLOTH Co. 


HANOVER, PENNSYLVANIA 











And Apply CAULK-O- SEAL | 














with the 


Boston 


OYSTER *i" 
KNIVES =" 







R.MURPHY’S ax," | 
| 





Forged Blades | can ©. © Oat, Ore. 
Popular Wood | Super-plastic, non-staining, elas- 
‘ Handles tic caulking compound in year 
‘round use by building, caulking, paint Modernized trouble- 
HERE Aas MORE GOOD SELLERS R. MURPHY’S STAY SHARP ing and roofing contractors. For inside free gun. Nothing to 
Shoe Kniv Butcher Knives OYSTER KNIVES or outside use; makes permanent seal: get out of order. 
Skiving Ki vos pA ly sl hold up under one of the toughest saves fuel costs. Black and 9 colors in ee ca a 
Clam Knives Stencil Kn ves ae — . a. -_ po tubes, cans, drums and cartridges. nani gs . 
Chae ieuinnives = Manual Training = ith your trade—sell R. MURPHY'S ORDER DIRECT OR THRU YOUR JOBBER a 
Pruning Knives _ Shirt Cutters, STAY-SHARP Knives . . . the recog- iit er Revdstniinn Civeain ee : 
Pa - Hangers’ Blades and nized standard of excellence since ‘ ptive 8 
nives Handles 1850. Complete catalog for the asking. 


CALBAR PAINT & VARNISH CO. 


Manufacturers of Technical Products 
2612-26 N. MARTHA ST. PHILADELPHIA, PA. 





Robert Murphy’s Sons Co., Ayer, Mass. 




















As Nearly Rust-Proof 
As Possible to Make It— 


Wickwire Brothers Galvanized Hard- 
ware Cloth is made from Open Hearth 
Copper-Bearing Steel the greatest 
rust-resisting material known for the 
purpose. Heavily galvanized for 
added protection and attractively fin- 
ished. 

Even inch widths 12. to 48 ins. All 
standard makes 2 x 2 mesh to 8 x 8 
8x8 mesh mesh. Special meshes and grades to 
order. 


Ask your Jobber for Prices 


PROFIT: 4 SALES], 
MAKERS APPEAL. 


More and more, dealers are displaying 
the fast-selling, eye-compelling, profit- 
making line of Vichek Quality Hand Tools. 
Get your share of this profitable business 
—they’re a” buy” for your customers 
and money makers for you. Write 








STEEL PRODUCTS 


NATURAL GAS now 
| | used in our furnaces 
| produces very low 
sulphur steel which, 
together with a cop- 


THE Lui BE AV 1001 co., cleveland, Ohio || earalanrediee 























Looking for a Hardware Store? 


Tue place to find it is under the heading of Business Opportuni- 
ties in the Classified Opportunities Section of this paper. 





By watching the for-sale ads you'll be reasonably sure to secure a good pay- 
ing business at a fair price or, better still, let the trade know the kind of a 
store you are looking for. 

Classified Opportunities Dept. 
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LARK 


BOLTS 
SCREWS 
NUTS 









The service they give the 
user, plus the prompt de- 
liveries we give you on 
all orders, are the reasons 
we have gained the repu- 
tation of giving REAL 
SERVICE. 


SELL CLARK'S 


CuanxBrosfour 


Bemiss St. Milldale, Conn. 





foto) S7 aur 5) | | 7-17 





CLIPPERS 


The “Ansonia” 


Good looking, thoroughly 
dependable clipper re- 
tailing at 10¢! Smartly 
designed counter card 
comes loaded with 12, 
and sells them. At your 
jobber’s. Catalog price 
sheet on request. 


The H. C. Cook Co. 


Ansonia, Conn. 





The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sele Manufacturer 
896 Atlantic Ave., Boston, Mass. 















WITH the increase in building construction a new 
fence market is opened for progressive hardware 
dealers. Write for profit making plan on Stewart Fences 
and kindred steel! specialties. Catalogue on request 


The STEWART IRON 
WORKS CO., Inc 


334 Stewart Block 
Cincinnati, Ohio 


 towat | 
Swe 


1896-Golden Anniversary-1936 








cy is thoroughly understood by our 
organization, but is not set forth 
in a written form.” Now, if that 
is so, why not put it in print? I 
dare say that some of a manufac- 
turer’s own salesmen don’t know 
his sales policy. A written sales 
policy can be just as much a part 
of the manufacturer’s proposition 
as his written price sheet—or 
terms of payment or freight terms. 

In return for this, what has the 
manufacturer a right to expect 
from his distributor? I believe 
the distributor has the definite re- 
sponsibility of adopting a policy 
of support to the manufacturer in 
the distribution of his products: 

1. by giving aggressive sales repre- 

sentation; 

2. by carrying an adequate stock 
of the manufacturer’s products; 

3. by giving proper service to con- 
sumers; 

4. by cultivating his natural trad- 
ing area intensively; and “re- 
fraining from doing things out- 
side of his natural trading area 
which he would not do at 
home.” 

5. by otherwise practising loyalty 

to a manufacturer whose policy 
comprehends sales through the 
distributor. 
“Loyalty by a _ distributor 
doesn’t mean keeping the man- 
ufacturer’s line while losing in- 
terest or lessening effort. It 
means sticking to the line and 
working it and securing his 
proper share of the going busi- 
ness. 

6. by making proper provisions for 
manufacturer’s missionary men 
and using them for educational 
purposes and not merely as 
order getters.” 

Gentlemen, what I have said is 
with the full realization that a 
manufacturer has a simple prob- 
lem with his one, or at most, few 
lines, as compared with the dis- 
tributor who may be handling sev- 
eral hundred. But there is some 
road that a distributor may travel 
that is fair to him, yet represents 
what he does as a matter of prin- 
ciple, in his relations with his 
manufacturing sources. 

I believe the day is near when 
a distributor will expect a manu- 
facturer to present his written sales 
policy before he will discuss tak- 
ing on his line; and in return the 
distributor will say, “This is what 
we believe in and here it is in 
writing.” 


As a result of the replies of the 
manufacturers of our membership 
(the American Supply & Machin- 
ery Manufacturers Association), 
we have developed a revised “Sug- 
gested Manufacturers Sales Policy 
for Sales Through Industrial Dis- 
tributors,” which is an outline of 
a sales policy suggested to our 
members for their guidance with 
such modifications as may lift 
their individual businesses. It is 
as follows: 

“It is our policy to select a lim- 
ited number of Industrial Distribu- 
tors in a trading area who will 
work in harmony for the sales 
promotion and successful distribu- 
tion of our product. 

“It is our policy to suggest such 
resale prices as will compensate 
the distributor for services ren- 
dered. In territories where we 
have no distributor representation, 
we reserve the right to solicit busi- 
ness and sell direct in which event 
we will maintain our own sug- 
gested resale prices. 


Cooperation 


“It is our policy to maintain a 
price differential between a dis- 
tributor who stocks our products. 
and one who does not. 

“It is our policy to support our 
distributors in furthering the sale- 
of our products. 

a. by educational and sales pro- 
motion activities with the dis- 
tributor’s selling organization: 

b. by supplying adequate sales lit- 
erature; 

c. by such other means as will en- 
courage the direction of sales 
through recognized distributors. 

“Tt is our belief that in return 
for the aforementioned support 
given the distributor by the manu- 
facturer, the distributor has the 
definite responsibility of adopting 
a policy of support to the manu- 
facturer in the distribution of his 
products. 


a. by giving aggressive sales repre- 
sentation; 

b. by carrying an adequate stock. 
of the manufacturer’s products; 

c. by giving proper service to con- 
sumers; 

d. by cultivating his natural trad- 
ing area intensively; 

e. by otherwise practising loyalty 
to a manufacturer whose policy 
comprehends sales through the- 
distributor.” 
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Vew 1936 Model ORT TTL 75 
SOUTH BEND LATHE WG 


Write for details on this 9 in. x 3 ft. 
Workshop Precision, back-geared, screw- 
cuttin the. Made in 8 different drives, 
and 4 bed lengths from 3 feet up to 4% feet. 
Easy Payment Terms arranged 
over extended period of time. 
Full details on request. 


Free | 3 












Greatest Value of All 
W” genuine SeaWool 
Gy, reinforced. Retails @ Boe 
Display Box of 10 pieces 
costs you $2.10 


Order from your wholesaler. If he 
cannot supply you, write nearest 
office. 


SCHROEDER & TREMAYNE, INC. 
NEW YORK..... 291 Church Street 
ST. LOUIS. .500 N. Commercial St. 
SAN FRANCISCO. .37 California St. 
MONTREAL..... 455 St. Sulpice St. 
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JUMBO FIRE SHOVELS 


For Greatest Durability at Lowest Cost 
The JUMBO is unquestionably the 
strongest, most serviceable fire shovel 
More Good Luck Jar Rub- . 
bers are sold than any other bg no alae oe ot ts tee 
kind. Used by experts and Fpeia i i? times the shovel capacity. 
home canners for 20 years. ere Te Low priced. Splendid mar- 
Highest quality jar rubber gin of profit 
made. Nationally adver- my ; ‘ 
tised. Excellent profit. Big 4 has ton oe further 
repeats. 10c a doz. Two Flay! 4 gaeding complete 
gross (24 cartons) in full ee line of Fire 
color display container. Shovels. 


GOOD LUCK Jar Rubbers JUMBO 
With the BIG handy lip No. 2 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 


PATENT 
NOVELTY CO. 
305 Eighth Ave. 

Fulton, Illinois 
Also manufacturers of 
Pollyanna Dust Pans, 
Mailmaster Mail Boxes 


and many other household 
articles. 





“A Pattern and Price for 
Every Whim and Purse.’ 


HAMILTON BEACH Cleaners 


FOR QUICK, PROFITABLE SALES 


Hamilton Beach cleaners give 
dealers every advantage for 
quick, profitable sales. Nation- 
ally advertised for 18 years. 




















IT’S PROFITABLE TO STOCK 





REPUBLIC STEEL PRODUCTS 





ical we : ; vain BOLTS - NUTS ae Have all modern features that 

ain and copper-bearing stee olts, nuts and rivets of a eu : 
Toncan Iron standard and special types. + wy Nae eva aa ae 
SHEETS Lagscrews, turnbuckles, etc. aoa or—motor-driven 
Flat and corrugated WIRE PRODUCTS eating brush—5 position 
Plain and copper-bearing steel Smooth and barbed wire ' nozzle adjustment — floor 
Toncan Iron Woven wire fencing and poultry netting light—easy handling—and 
ROOFING AND SIDING ory quality construction 

Flat and corrugated 

Roll and V-crimped styles Studded “Y”’, punched tee throughout. A model for 
Plain and copper-bearing steel and punched angle styles every purpose. 
Toncan Iron End, corner and gate posts } Liberal margin for 


promotion and 
profit. Order from 
your Wholesaler. 


HAMILTON BEACH CO., Racine, Wis. 


ALWAYS NEEDED! ADVERTISED 


A List of for FALL PROMOTION... 
WHOLESALE — ond” AMERICAN HOME 
HA R D WA R E magazines are telling 


REPUBLIC STEEL CORPORATION 


GENERAL OFFICES - - + CLEVELAND, OHIO 




























YOUR trade the story wayso 
of these kitchen items "F990 
Ho USES Giving %The Uniform The Mates onaran 


NUT MEAT 





Names and Addresses; Capitaliza- CHOPPER GRATER 
tions; Lines Handled; Territories Take advantage of this national 
advertising . . . tle-in with 


Covered; Number of Men Travelled; 
Names of Officers and Buyers. 


it in your store displays .. . 
let your customers know that 
they can buy these two 

















Useful for popular Kitchen ste 
PERSONAL SALES CONTACTS your fastest-moving fall and 
ay ymotion! oppers 
Price $10.00 a Copy CREDIT DEPARTMENT sell at S0e; graters at 69¢. 
Check with Order DIRECT MAIL WORK Other models priced higher. 
HARDWARE AGE VERIFIED LIST METWOOD MFG. CO. 
239 W. 39th ST.. NEW YORK. N. Y ROCKFORD e ILLINOIS 








SEPTEMBER 10, 1936 








Here are 37 Answers to the Question: 





Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue published on August 27, 1936. When writing to 
the firms mentioned, state that you saw the product 
listed in Hardware Age “Who Makes It?” section or 


issue. 


BinMINGHAM, Micu.: Who makes 
a sponge rubber broom for house- 
hold use?—The McBride Hardware 
Co. 

ANSWER: Merchants & Mfg. Co.. 
1653 Main St., Springfield, Mass. 

* * * 

CAMPBELLTOWN, Pa.: Who makes 
Hawk Eye picnic refrigerator bas- 
kets?—-A. M. Brandt Hardware. 

ANSWER: Burlington Basket Co., 
Burlington, Iowa. 

* * * 

Mantulus, N. Y.: Who makes two- 
wheel roller skates?—J. H. Couden 
Hardware. 

ANSWER: Hartford Steel Ball 
Co., West Hartford, Conn. 

* * *% 

Daytona Beacu, Fta.: Furnish 
names and addresses of several 
manufacturers of (1) walking canes 
and (2) umbrellas.— Dunn Bros. 
Hardware Co. 

ANSWER: (1) Sanders Mfg. Co., 
Nashville, Tenn., and Follmer. 
Clogg & Co., Inc., Lancaster, Pa. 
(2) Hull Bros. & Haas Co., Toledo, 
Ohio; Folmer, Clogg & Co., Inc., 
Lancaster, Pa., and Klinger’s Um- 
brella Mfg. Co., 124 Chartres St., 
New Orleans, La. 

* * * 

Wasuincron, D. C.: Furnish 
names and addresses of several do- 
mestic manufacturers of perambula- 
tor hardware, with a view of lo- 
cating one or two firms who may 
be interested in supplying the 


110 


British market with their products. 
—Department of Commerce. 

ANSWER: Gardner Metal Prod- 
ucts Co., Gardner, Mass.; Collier- 
Keynorth Co., Gardner, Mass.; 
Cordnan Mfg. Co., 415 N. Carpenter 
St., Chicago, IIl.; North & Judd 
Mfg. Co., New Britain, Conn., and 
J. H. Sessions & Son, Bristol, Conn. 

* * * 

East Hampton, L. I.: Who makes 
a cedar paint and a cedar oil for 
use after the paint has lost its cedar 
odor ?—East End Hardware Corp. 

ANSWER: Fletcher - Hall Corp., 
10-34 Forty-fifth Road, Long Island 
City, KN... , 

* 8 # 

Risine Sun, Inp.: Provide address 

of the Mechanical Mfg. Co.—G. B. 


‘Gibson’s Sons Co. 


ANSWER: W. Pershing Road & 
Loomis Ave., Chicago, Il. 
* * * 


Bripceport, Conn.: Who makes 
police badges?—General Merchan- 
dise Co. 

ANSWER: S. M. Spencr Mfg. 
Co., 3 Cornhill St., Boston, Mass., 
and Cairns & Bros., 444 Lafayett@ 
St., New York City. 

* *& # 

Great Neck, L. I., N.Y.: Furnish 
address of the Garvin Machine Co., 
manufacturers of lathes——Fileman’s 
Hardware Co. 

ANSWER: This company has 
been absorbed by the Western Ma- 
chine Tool Works, Holland, Mich. 


WHO MAKES 


PHILADELPHIA, Pa.: Where can 
English sheep shears made by Wil- 
liam Wilkinson & Son, Ltd., be ob- 
tained ?—The Gilbern Co. 

ANSWER: John H. Graham & 
Co., Inc., 113 Chambers St., New 
York City. 

* * * 

HutcuHinson, Kan.: Furnish 
names and addresses of manufac- 
turers of vibrators as used for vi- 
brating concrete pipe forms.—The 
Frank Colladay Hardware Co. 

ANSWER: International Vibrator 
Co., 16700 Waterloo Road, Cleve- 
land, Ohio; Cleveland Vibrator Co., 
2100 Superior Viaduct, Cleveland, 
Ohio, and the Berkshire Mfg. Co., 
1103 Power Ave., Cleveland, Ohio. 


* * * 
WestrieLp, N. J.: Who makes 
bronze window screens, without 


frames which have a metal selvage 
on top and bottom edges, and which 
are buttoned to the window?— 
Harry N. Taylor. 

ANSWER: Cincinnati Fly Screen 
Co., Gest & Evans St., Cincinnati, 
Ohio. 

*% * * 

East Aurora, N. Y.: Who makes 
shop and farm tools bearing the 
trade name Dasco?—W. H. Geib & 
Son. 

ANSWER: Damascus Steel Prod- 
ucts Corp., Rockford, II. 


* %*+ 


BEAVER Fatys, Pa.: Who makes 
the Jim Dandy alcohol torch?— 
Davidson Hardware Co. 

ANSWER: Reco Mfg. Co., New 
Britain, Conn. 

* & 

LAKEVILLE, ConNn.: Who makes a 
hose reel which is attached to the 
supply with a short hose while the 
hose on the reel is unreeled to suit 
conditions?—Community Service, 
Inc. 

ANSWER: Anker-Holt Mfg. Co., 
Port Huron, Mich. 


HARDWARE AGE 




















Front Roya, Va.: Furnish ad- 
dress of manufacturer of gasoline 
wall torches or flare lights.—Crigler 
Hardware. 

ANSWER: American Stove Co., 
4901 Perkins Ave., Cleveland, Ohio. 
* * * 

FairFIELD, Conn.: Where can we 
buy cane for chairs?—The Fairfield 
Lumber & Supply Co. 

ANSWER: Otto Gerdau Co., 533 
Canal St., New York City; J. W. 
Warnecke Corp., Hoboken, N. J., 
and Commonwealth Mfg. Co., Gard 
ner, Mass. 

* * * 

FLorENcE, S. C.: Send us address 
of the makers of the Owens plant 
setters.—Schofield Hardware Co. 

ANSWER: J. L. Owens Corp., 
Dartmouth and S. E. Superior Sts., 
Minneapolis, Minn. 

* * * 


Forest City, Pa.: Where can we 
purchase an electric baby bottle 
sterilizer?—Jacob Weiss & Son. 

ANSWER: Hankscraft Co., Mad- 
ison, Wis. 

*% * * 

VaLparRAIso, Inp.: Where can we 
get parts for a Continental 22 back 
action rifle?—Krudup & Benton 
Hardware Co., Inc. 

ANSWER: Special brand of Mar- 
shall-Wells Co., Duluth, Minn. 


ee & 

IstanD Ponp, Vt.: Who makes 
fireplace Heatilators? —- Boylan 
Bros. 


ANSWER: Heatilator Co., Syra- 
cuse, N. Y. 

*% * *% 

LaKE OpessA, Micu.: Where can 
we get an attachment to place on a 
lawn mower to cut dandelions?— 
Clare C. Goodsell. 

ANSWER: Eclipse Machine Co., 
Elmira, N. Y. 

* 2 # 

Guens Fatts, N. Y.: What is the 

address of Mosler Safe Co.?—“K” 
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Locksmith & Hardware Supply Co. 

ANSWER: Hamilton, Ohio. 

* & *& 

ScuuyLer, Nes.: Where can we 
obtain repair parts for an Iron City 
bench or blacksmith vise?—Jaehn 
Hardware Co. 

ANSWER: Iron City Tool Works, 
3201 Smallman St., Pittsburgh, Pa. 
* * * 

Erie, Pa.: From whom can we ob- 
tain newspaper mats of plumbing 

items?—James Purcell. 

ANSWER: Vincent Edwards & 
Co., 342 Madison Ave., New York 
City, and Cobb Shinn, 40 Jackson 


Pl., Indianapolis, Ind. 
* * * 


Mayserz, Micu.: Who manufac- 
tures V.K. electric pumps?—Gram- 
lich Hardware. 

ANSWER: McKays Co., 473 N. 
Cleveland Ave., St. Paul, Minn. 

* & * 

New Orteans, La.: Provide name 
of manufacturer of Franklin cast 
bronze padlocks.—Patrick H. Dil- 
lon. 

ANSWER: Eagle Lock Co., Ter- 
ryville, Conn. 

¥* * ¥* 

Raritan, N. J.: Who is the maker 
of the Standard garden tractor ?— 
W. F. Peebles. 

ANSWER: Standard Engine Co., 
Minneapolis, Minn. 
* * * 

CLARENDON, TEX.: Send us names 
of manufacturers of wind battery 
chargers for farm lighting equip- 

ment.—H. W. Taylor & Sons. 

ANSWER: Pioneer Gen-E-Motor 
Corp., 446 N. Superior St., Chicago. 
Ill., and Wincharger Corp., Sioux 
City, Iowa. 

* * * 

SHERBROOKE, Que., CANADA: Pro- 
vide the address of the firm making 
fire hose hydrants under the name 
of Pratt-Cady—Codere Limitee. 

ANSWER: Reading-Pratt & Cady 
Co., Inc., Bridgeport, Conn. 





ALEXANDRIA, VA.: Furnish name 
and address of the maker of the 
Shur-Loc window guard.—Worth 
Hulfish & Sons, Inc. 

ANSWER: Shur-Loc Window 
Guard Corp., 216 E. 26th St., New 
York City. 


* + 


Hammonp, La.: Who makes the 


Everite oil stove?—Lewis Hard- 
ware Co. 
ANSWER: Globe Machine & 


Stamping Co., 1265 W. 76th St., 
Cleveland, Ohio. 
* * * 

JACKSONVILLE, FLa.: Who is the 
maker of the Juicemaster orange 
juice extractor?—Florida Hardware 
Co. 

ANSWER: Doehler Die Casting 


Co., Smead and Prospect Aves., 
Toledo, Ohio. 
*% * * 
Battimore, Mp.: What is_ the 


name and address of the manufac- 
turer of Briddell’s Champion oyster 
stabber blades?—South Eastern No- 
tion House. 

ANSWER: Chas. D. Briddell, 
Inc., 820 Dryden St., Crisfield, Md. 
* * * 

ROGERSVILLE, TENN.: Where can 
we obtain repair parts for a Win- 
chester jack plane number W 55?—- 
Economy Hardware Store. 


ANSWER: Simmons Hardware 
Co,. 900 Spruce St., St. Louis, Mo. 
* # & 


Tucson, Ariz.: Provide name and 
address of the maker of the Handee 
grinder.—F. Ronstadt Hardware Co. 

ANSWER: Chicago Wheel & 
Mfg. Co., 1102 W. Monroe St., Chi- 
cago, Ill. 

* * * 

Aspury Park, N, J.: What is the 
address of the James J. Ryan Tool 
Works?—Lazarow Bros. 

ANSWER: Southington, Conn. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 
Set Solid, Maximum of 50 words... .$3.00 


Each additional word............ 06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word............ 06 


Allow Seven Words for Keyed Address 
Boxed Display Rates 
1 in 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


¢ CLASSIFIED ADVERTISING RATES e 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments 


—_—_~e— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 
—_~e-— 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 
previous to date of publication. 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








SALES ACCOUNTS WANTED . SALES ACCOUNTS WANTED 


BUSINESS OPPORTUNITIES 








department store outlets. 





MANUFACTURERS ATTENTION ! 
DO YOU WANT DISTRIBUTION IN CANADA ? 


Prominent Canadian concern with sales offices in the principal cities from coast 
to coast desires to secure hardware, household articles, electrical and automotive 
appliances, suitable for distribution through well-established wholesale, retail and 


ADDRESS BOX C-183, CARE OF HARDWARE AGE, 239 WEST 39th STREET, N. Y. C. 








- -— 2 N T I N G 
Letterheads E t Invoices 
All are the gate ‘Priee 
500—$1.50 1,000—$2.55 2,000—$4.75 7 
5,000—$10.50 


Postage Paid. ome wr! With Order or Will 


en .0.D. 
Satisfaction Guaranteed or Money Refunded 
MAYFIELD PRINTING CO. Mayfield, Ky. 





FOR ARGENTINA—WANTED LINES OF 
staple items and household novelties. Only in- 
terested in articles produced at low costs and that, 
for this reason, can be sold abroad in spite of tariff 
barriers. Address—José Rodriguez, Pera 1417, 
Buenos Aires, _Argentina. 

~ SALESMAN NOW CALLING ON WHOLE. 
SALE hardware, electrical and housefurnishing 
trade desires additional line in New York metro- 
politan territory. Can furnish A-1 references. 
Address Box C-223, care of Harpware Ace, 239 


W. 39th St., N. Y. City. 
~ WANTED: MAJOR LINE FOR NORTHERN 


California. We are acquainted with and call on 
all of the trade. Prefer line not established here 
on which a good volume can be developed. We 
sell the best trade. Address Box C-239, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 





MANUFACTURERS’ LINES WANTED FOR 
HARDWARE, electrical and automotive trade in 
States of Oregon, Washington, Idaho and Utah. 
Straight commission basis. Can furnish best of 
references. Correspondence invited. Address Box 
C-233, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





NEW ENGLAND REPRESENTATIVE OF 
NATIONALLY-KNOWN product well established 
among over two hundred hardware jobbers, chain 
and retail dealers, invites correspondence with 
reputable manufacturer, full line or item, at least 
partly established, must have volume possibilities, 
contact this trade three to six times yearly, twenty 
years’ experience. Address Box C-228, care of 
Harpware AcE, 239 W. 39th St., N. Y. City. 








ilnLe WANTED 


BUSINESS OPPORTUNITIES 





WANTED: MAN FOR BUILDERS’ HARD- 
WARE Department. Experienced in contacting 
Architects and Builders. Write, stating expe- 
rience and age. Address Box C-220, care Harp- 
ware AcE, 239 W. 39th St., N. Y. City 


WANTED BY BUILDERS’ HARDWARE 
MANUFACTURER, experienced man to assist 
executive in sales department of nationally-known 
firm, only man of highest type will be considered. 
Give full qualifications and past experience with 
former connections. Address Box C-224, care of 
Harpware AcE, 239 W. 39th St., N. Y. City. 


MANAGER FOR RETAIL HARDWARE, 
PAINT, housefurnishing store. Must be expe- 
rienced in managing help, sales promotion, keep- 
ing store in perfect order, etc. Store located in 
Westchester County, New York. State age, salary 
expected, past experience in detail, and refer- 
ences. Address Box C-241, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 


HARDWARE SALESMAN, EXPERIENCED, 
FOR LARGE store, doing wholesale and retail 
hardware and paint business, selling behind counter; 
must have knowledge of paints. Steady. Prefer 
applicants to apply who live in vicinity of New 
York or New Jersey. Salary $50 per week. Ad- 
dress Box C-248, care of Harpware Aceg, 239 W. 
39th St., N. Y. City. 


WHOLESALE HARDWARE SALESMAN 
WANTED. Our South Jersey salesman has just 
been appointed Postmaster of Ocean Grove which 
leaves a vacancy for an experienced hardware 
salesman for that territory. Applicants will please 
give full particulars, age, qualifications, expe- 
rience, etc. Replies confidential. Address—Chas. 
e —_ 4 & Company, 31 Wilkinson Ave., Jersey 

ity, N 
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FOR SALE: MODERN WELL-STOCKED 
hardware store in county seat town in Kansas. 
Address Box C-116, care Harpware AGE, 239 
W. 39th St., N. Y. City. ' 


FOR SALE: CLEAN UP-TO-DATE general 
hardware store in country town of 5,000 along the 
Delaware Valley. Low rental. Heat furnished. 
Large well lighted show rooms. Good reason for 
selling. About $6,500 stock. Address Stout’s 
Hardware and Supply Company, Lambertville, 


FOR SALE: HALF INTEREST IN well-estab- 
lished hardware in county seat town in best agri- 
cultural and citrus section of South Florida; only 
complete stock within thirty miles—s cialize 
paints and Frigidaire Franchise—wondertul year 
round climate, excellent schools and water—deal 
with owner. Address Box .* 197, care of Harp- 
ware AcE, 239 W. 39th St., % City. 


MODERN, WELL- aaatares HARDWARE 
AND paint store, within seven miles of Baltimore 
City on main highway. Two-story brick building 
with second floor apartment and full cellar. Stock 
will inventory approximately $5,000. Established 
5 years; owner retiring from business. Address 
Box “ care of Harpware AcE, 239 W. 39th 
St., N. Y. City. 


FOR SALE 


One of the best established hardware busi- 
nesses in New York State. Inventory 
$25,000. Annual business $65,000. 


MAC HARDWARE CO., Inc. 
Fort Plain, N. Y. 




















FOR SALE 
OLD-ESTABLISHED HARDWARE BUSINESS 
building and stock. Priced reasonably; 
rich farming section. Owner deceased. 

Apply— 
WwW. M. AMER ESTATE, 

Lititz, Pa. 














FOR SALE AT BATH, MAINE—The well- 
known business of J. A. Winslow and Son, in- 
cluding, stock of stoves, ranges, and furnaces with 
goodwill of seventy-five years, under same family 
management. Address—29 Broad St., Bath, Maine. 





FOR SALE—HARDWARE AND PAINT 
BUSINESS about 100 miles from Boston. Stock 
in first-class condition. Have been in business 
35 to 40 years and on account of the death of one 
partner the remaining wish to retire. A good 
chance. Address Box as care of HaRDWARE 
Acez, 239 W. 39th St., N. Y. City. 





FOR SALE—MODERN WELL-EQUIPPED 
and stocked hardware, housefurnishing and paint 
store; fine northwest section of Washington, D. 
Stock about $9,000—sales in 1935—over $26, 000. 
Will sell or rent building. Established 1914—same 
owner—reason for selling—age and health. Ad- 
dress Box C-225, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 





ES REPRESENTATIVES WANTE 




















NATIONALLY-KNOWN MANUFAC- 
TURER OF BUILDING AND PAINT 
pata aE SOLD DIRECT AND 

ROUGH WHOLESALE DISTRIB- 
UTORS, EXPANDING SALES OR- 
GANIZATION; CAN PLACE YOUNG 
MEN WITH SOME EXPERIENCE IN 
LOCAL TERRITORIES THROUGH- 
OUT COUNTRY; MUST OPERATE 
CAR; EXCELLENT OPPORTUNITY 
FOR MEN SEEKING PERMANENT 
POSITIONS WITH GOOD FUTURE 
ON LIBERAL PLAN OF COMPEN- } 
SATION INCLUDING DRAWING 
ACCOUNT AND BONUS; APPLICA- 
eo MUST GIVE FULL PARTICU- 
LARS. 


ADDRESS BOX C-222, 
CARE OF HARDWARE AGE, 
239 W. 39th STREET, N. Y. CITY 
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SALES REPRESENTATIVES WANTED 





POSITIONS WANTED 


POSITIONS WANTED 





WANTED MEN TO SELL HIGH-GRADE 
commercial and pure linseed oil putty on liberal 
commission basis, our prices are right. Address— 
U. S. Plastics Company, 850-856 Providence Road, 
Scranton, Pennsylvania. 


Sono toa ies HARDWARE AS 
SHOWN IN ‘HAR AGE,’ JULY 16TH, 
PAGE 49. TERRITORY "OPEN IN’ EAST AND 

OUTH. AMERICAN BRASS GOODS COM 
PANY, GRAND RAPIDS, MICHIGAN. 


SALESMAN WANTED TO REPRESENT 
NATIONALLY-KNOWN manufacturer of build- 
ers’ hardware in New York State exclusive of 
New York City. Give = details and particulars 
in first letter. Address Box C-204, care of Harp- 
ware Acg, 239 W. 39th St., N. Y. City. 


EXPERIENCED SALESMAN WANTED BY 
NEW YORK manufacturer, to call on hardware 
stores, Jersey and Philadelphia territory. Salary 
and commission. Write full particulars. Address 
Box C-238, care of Harpware Ace, 239 W. 39th 
St.. N. Y. City. 


ESTABLISHED MANUFACTURER OF 
GENERAL HARDWARE requires additional 
commission salesmen having established clientele 
principally among retail hardware trade. Exclu- 
sive territory. Address Box C-217, care Harp- 
ware AcE, 239 W. 39th St., N. Y. City. 


SALESMEN D E S IRIN G PERMANENT 
CONNECTION WITH reliable corporation man- 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 


REPRESENTATIVE FOR NEW YORK 
CITY and eastern seaboard for year round staple 
10-cent seller, good repeater. Gentile, must be 
high-class man. Call on chains, hardware, auto- 
motive and electrical jobbers. Commission. Ex- 
clusive territory. Address Box C-226, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 


SALESMEN WANTED WHO CAN CARRY 
additional manufacturer’s line, contacting larger 
hardware dealers for Long Island, Northern New 
Jersey, and Southern Connecticut. Reply stating 
lines now handling and experience. Address C-232, 
on of Harpware Ace, 239 W. 39th St., N. y. 

ity. 


MANUFACTURER OF FAST-SELLING IN- 
SECTICIDE products is seeking the services of 
wide-awake specialty men, covering the hardware, 
seed, pet shop, drug and grocery trade. Exclu- 
sive sales right basis or side line. Average com- 
mission 30%. Address Box C-247, care of Harp- 
ware AcE, 239 W. 39th St., N. Y. City. 


SALESMEN WANTED—SELL HIGH 
GRADE mechanics’ tools—old established firm. 
Pay small weekly advances to men who know the 
jobbers and large dealers and who will send in 
orders, instead of excuses. May sell one or two 
allied lines. Give particulars—experience, etc. 
Address Box gt care of HarpWArRE AcE, 239 
W. 39th St. N. ¥. City. 


EX-HARDWARE MEN PREFERRED. 
WHERE we have no distributor, will give right 
man opportunity to make liberal income. New 
household product breaking sales records. Small 
investment for stock, but sale absolutely guaran- 
teed. Standing your community essential. We 
do the rest. Our references: Your bank; Dun and 
Bradstreet. Address Box C-213, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 


SALESMEN WANTED TO SELL OUR 
underwriters’ approved one quart fire extinguisher 
to hardware jobbers in protected territories every- 
where. Our machine is the finest and latest on 
the market and our prices right. Commission 
basis; credits for repeats. Live factory repre- 
sentatives may reply to Empyre Fire Equipment 
Manufacturinfg Company, Inc., 2207 41st Ave., 
Long Island City, N. Y. 


SALESMEN WANTED—WHO ARE NOW 
carrying reputable line selling to hardware, house- 
furnishing jobbers and department stores, and 
can handle an additional item. A modern, popu- 
lar-priced household scale with many new fea- 
tures. Practically no sales resistance. Now ar- 
ranging national distribution. Most territories 
still available. Write giving full detals. Ad- 
dress Box C-246, cars of Harpware Acg, 239 W. 
39th St., N. Y. City. 


SALESMEN — TO REPRESENT OLD- 
ESTABLISHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
hand saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have had experience sell- 
ing hardware jobbing trade. Give full details in 
first letter stating age, education, lines now car- 
ried, territory covered and how often. Address 
Box C-81, care of Harpware AcE, 239 W. 39th 
a. 3. ¥. Che 
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COMPETENT RADIO SERVICE MAN, with 
experience as hardware sales clerk, desires position 
anywhere in U. Have complete modern ser- 
vicing equipment and can furnish good references. 
Address W 9 RZG, Verona, North Dakota. 





BUILDERS’ HARDWARE MAN NOW EM- 
LOYED wants position in a locality where there 
is building activity. Has had large field of expe- 
rience in buying, selling and figuring hardware 
from blue prints. Address Box C-198, care of 
Harpware AGE, 239 W. 39th St., New York City. 





Hardware Personnel 


Our files contain applications of several hundred ex- 
perienced and well-trained employees in the hard- 
ware industries. 

NO CHARGE TOsERVICE FOR THIS 








If we can y help to you, just phone 
KSsSCIATED *PLAGEMENT a 
152 West 42nd Street New York City 
WIS. 7-1802, 1803 § 








EXPERIENCED HARDWARE & LUMBER 
MAN now employed wants connection in West 
Colorado, Utah, Arizona, New Mexico, Nevada, 
Idaho, Oregon or Washington. Am in good health 
—can furnish bond. Also keep books. Address 





Box C-209, care of HarpwAre AGE, 239 W. 39th 
St., New York City. 
AT LIBERTY—HARDWARE MAN, 20 years’ 


experience wholesale and retail hardware. Versed 
in all lines. Can qualify for sales work, arrang- 
ing and managing. Can furnish best of refer- 
ences as to ability and honesty. Address Box 
C-244, care of Harpware AcE, 239 W. 39th St., 
He 3. City. 





YEARS’ EXPERIENCE 
supplies, covering the 


SALESMAN, 25 
HARDWARE and mill 
hardware jobbers, dealers and industrial plants 
in Mass., New York City, and New Jersey. Last 
15 years traveled for two of the best saw manu- 


facturers known to the trade. Have a car and 
will travel anywhere. Address Box C-243, care 
of Harpware AcE, 239 W. 39th St., N. Y. City. 


HARDWARE MAN, FORTY-THREE YEARS 
of age, thoroughly experienced in retail and 
wholesale hardware, paints, sporting goods and 
kindred lines, both inside and outside, desires a 
position with responsible retail firm. Capable of 
buying, bookkeeping and store management. Sal- 
ary secordary. Free to go anywhere. Middle 
West or South preferred. Address Box a 
care of Harpware AcE, 239 W. 39th St., N .Y. 
City. 





YOUNG LADY, 15 YEARS’ EXPERIENCE 
as price clerk with wholesale hardware, housefur- 
nishings and electrical jobber in charge of billing 
department, issuing credits, comptometer operator 
—desires position of similar capacity with New 
York City firm where my ability can be utilized. 

Also experenced in compiling catalogs. Good edu- 


cation, honest, dependable. Address Box C-221, 
care of HarpwareE AGE, 239 W. 39th St., N. Y. 
City. 








YOUNG MAN FIVE YEARS’ EXPERIENCE 
as stock and shipping clerk in both wholesale and 
retail hardware wants position with either whole- 
saler or retailer in Metropolitan area with good 
chance for advancement. Good education and 
willing wcerker. Well acquainted with Metropoli- 
tan District. Address Box C-236, care of Harp- 
WarE AGE, 239 W. 39th St., N. Y. City. 





AGGRESSIVE YOUNG SALESMAN, THOR- 
OUGHLY ACQUAINTED with Metropolitan 
New York territory, experienced calling on whole- 
sale, retail, manufacturing trades, hospitals, 
schools, etc. Quickly adaptable to any line and 
could produce results if the proposition is right. 
Address Box C-240, care of HARDWARE AGE, 239 
W. 39th St., N. Y. City. 





SALESMAN DESIRES POSITION WITH 
A known manufacturer. Have traveled Pennsyl- 
vania, New Jersey and New York City for 11 
years selling the hardware jobbers and dealers. 
Have a very fine acquaintance with this trade 
and can produce results. Travel in own car; 
references. Address Box C-231, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 





EXPERIENCED HARDWARE MAN DE-. 
SIRES CONNECTIONS with a manufacturer or 
large jobber to travel in New York State and 
nearby states. Have traveled 18 years for one 
firm; have been 18 years in hardware business. 
Married, and Protestant. Best of references. 
Address Box C-249, care of HarpDware Aceg, 239 
W. 39th St., N. Y. City. 





POSITION WANTED—AFTER NINE 
YEARS’ experience with same firm as electrician, 
plumber, steam fitting, hot air heating, oil heaters, 
metal roofing, etc., in prosperous village of 2,000, 
personal considerations force me to make a change. 
A-1 references. New York or Northern Pennsyl- 
vania community preferred. Address Box C-107, 








care of Harpware AGE, 239 W. 39th St., N. Y. 
City. 
YOUNG MAN—HONEST AND INDUS- 


TRIOUS desires to locate position with hardware 
firm in Metropolitan area, to learn the hardware 
business. Am very progressive and ambitious, 
willing to start at nominal salary toward advance- 
ment. Very adept at learning, and mechanically 
inclined. Best references for honesty, reliability 
and character. Address Box C-237, care of Harp- 
warE AcE, 239 W. 39th St., N. Y. City. 





EXPERIENCED HARDWARE, HOUSE. 
FURNISHING, ELECTRICAL, PLUMBING, 
mill and factory ono, toys, paints, etc., window 
trimming and do all of my own sign and show 
card work. Interior display and store department- 
izing. Wish to locate for a permanent position 
where good hard work and salesmanship would 
be appreciated. Middle West preferred. Ad- 
dress Box C-235, omg of Harpware Ace, 239 W. 
39th St., N. Y. 


SALESMAN WITH A BACKGROUND OF 
15 years’ productive selling to the Hardware, 
House Furnishing and Electrical trade in Greater 
New York, Westchester and New Jersey, wishes 
to connect with manufacturer of high-grade product 
who is seeking a reliable and capable representa- 
tive in this territory. Have a large following. 
Can place your product direct to dealers or through 
jobbers. Address Box C-219, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 


SALESMAN—ONE WHO BELIEVES IN 
results. Fifteen years’ experience contacting hard- 
ware trade, sporting goods houses, department and 
chain stores in Ohio, Indiana and Kentucky. 
Want permanent connection with industry which 
requires man with unbroken record of real achieve- 
ment. Commission arrangement only with reliable 
manufacturers. Own car, age 42. Complete refer- 
ence and details in interview. Principals only, 
please. Address Box C-218, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 





JUNIOR EXECUTIVE, NOW EMPLOYED 
AS assistant manager. Desire change on account 
of wife’s health—asthma. Twenty-four years old, 
college and special training. Willing to work hard 
and stay with a good firm that offers future. Pre- 
fer Southwest, Texas, Arizona, Nevada, New 
Mexico, or Southern California. Will consider 
good connection in New York City. Experienced 
in sales promotion, advertising, correspondence, 
and credit. A good salesman, with sales expe- 
rience. “Most of my work has been with roofing, 
paints, and building material. Have a good knowl- 
edge of electricity, radio, chemistry, and boats. 
Address Box C-227, care of HaRpWarE Ace, 239 
W. 39th St., N. Y. City. 





CAPABLE FACTORY EXECUTIVE SEEKS 
CONNECTION with a moderate-sized hardware 
factory where his diversified knowledge can be 
used to advantage. Particularly experienced in 
factory management, thorough knowledge of tech- 
nical details, keenly alert for cost, reduction pos- 
sibilities. Has handled purchasing of materials 
and equipment. Possesses fair knowledge of ac- 
counting methods, credits and collections, adver- 
tising and sales. Would be most interested in a 
position of assistant to an over-burdened chief 
executive in a growing company. Age 35, mar- 
ried, Christian. Address Box C-230, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 








POSITION WANTED, AS SALE SMAN, 
forty-two years of age, thoroughly experienced in 
hardware and mill supplies, particularly mechanics’ 
tools. Twenty years as traveling salesman in 
New York State, Pennsylvania, West Virginia, 
Michigan, Indiana and Ohio, calling on wholesale 
and large retail hardware, mill supply and auto 
accessory trade; also large manufacturers. Now 
employed but available on short notice. In excel- 
lent health and free to go anywhere. Excellent 
references. Commission with drawing account or 
salary. Write for details or personal interview, 
Address Box C-216, care of Harpware Acez, 239 
W. 39th St., N. Y. City. 
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The Dash (—) Indicates that the Advertisement Does Not Appear in 


This Issue 





A 


Abrasive Products, Inc......... 
Ackermann-Steffan & Co....... 
Alabastine Co. 
SE 
oe 
American Chain Co., Inc....... 
American Fork & Hoe Co...... 
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‘Best Month’s Business We 


bia 





Georas H. Hodece 


HODGES BROS- 


Baildere” and Fermere” Sapplice 


Olathe. Kanes? 


May 8, 1936 


pittsburgh Plate Glass CO« 
Kansas City» Mo. 

Attention Mre Je Ce Lerum, 
nt Department 


Manager, Pat 


Dear Mr- Lerum: 
n to the amount of the enclosed 


We are calling you 
check for our Apri which is the largest for any 
th in all the years that we have handled your products. 
Our Apr ine ss exceeded our expectations by many 
hundred dollars and was by far the pest month's business We 
7 have ever had for paint productSe 
An analysis of this pusiness to determine the reason for this 
increase develops the fact that the ma jor portion of this 
pusiness Was the following factors: The first 
and most impor es which you 
conducted wit i 
advertis ing to mailing lis 
istent newspaper 


third, pers 
your national aavertis ing programe 


r attentio 
1 account 


aint business for May will at 
e have prospects for our 
t to thank you for your 
great assistance in 
e for this ter- 
co-operatione 


are that our P 

April salese AS 
ness we wan 

have been of 

ur representativ 

n his efforts end 


The indications 
least equal our 
greatest year's paint busi 
co-operation as we feel you 
your help to US» and also yo 

been untiring i 


ritory who has 
Yours truly» 


HODGES BROS -« 








SEPTEMBER 10, 1936 





Manager 


Ever Had” 


DEALERS who handle Pittsburgh Paint 
eyo are making money. Note 
e points mentioned in this letter 
_— a leading Kansas dealer in build- 
ing supplies: Co-operative painter- 
miner meetings sponsored b 

Pittsburgh . . . direct mail to bw 
pects furnished by dealer .. . ance 
tent national advertising . . : 
features contributing to fast ine 
and bigger profits. Ask for details of 
the eparaned proposition — learn 
how it is designed to help you make 


the 
greatest profit out of an agency 
7 Y . 


opyr s e ss Lo 
Copyright 1936 Pitt burgh Plat la 
G Co. 


Hodges Bros i 
- main office, Olat 
Branches in 13 aie ato — 
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Shelf and cou 
nter displ 
Bros. store in Bonner ta pi 
> 8. 


PITTSBURGH 


LJ 3B 


0 
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en 
i 
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v 
* 
% 
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16 


a D. R. Hale, General 
anager of Hodges Bros. 


Mokers of W 
althide Pai ° 
aint * Sun-Proof Paint * Florhide > W 
° aterspar Enam 
el 


and Varnish 
* Gold Stri 
ipe Brushes * Polished Plate Gi 
ass * Duplote Sa 
fety 


L ~ 
p A T E A S MPA NY ass Mirrors ennvernon n w ass rrara ructura ass 
do Ca t 
G Pp w Gi St | Gi 


PAINT 
DIVISION, PITTSBUR 
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; 
BRUSHES 


mean more profit from your brush counter. 
Ask your jobber. 


JHE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue Cleveland, Ohio 


Miational 
HARDWARE 


ECOGNIZED everywhere as a 
product of quality. A complete 











a Sales Offices: New York-Detroit-Chicago-San Francisee & 


line to meet every building require- 
ment. Send for illustrated catalog and 
join the ranks of National dealers. 


National Manufacturing Co. 
STERLING *: ILLINOIS 

















MANY EXTRA DIMES FROM THIS 
New All-Metal Revolving Display Cabinet 
ly and i FREE! 


Advertising creates a steady demand 
for Moore Push-Pins, aluminum or 
glass headsand Moore Pushless Hangers. 


Our new Revolving Display Cabinet given 








absolutely free with 72 window front pack- 
ets... occupies only 6% square inches 
of counter space ... makes sale after sale. 
Get one from your jobber today... 
then watch the extra dimes build 

your daily volume. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 











To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 





RED EDGE SCREEN CLOTH 


Positive 
Identification 
Means More Sales... 


Your customers will see the merits of 

Red Edge Screen Cloth at a glance— 

and once they buy Red Edge they'll al- OR Gee oaks wie 
ways repeat. Keep the Red Edge roll zine) 

out in front so they can see what they “2.35 pS cue 
want. Write for sales helps. 


Sun-Red Edge Bronze 
REYNOLDS WIRE CO., 





DIXON, ILL. 
ne 
Genuir° hQMES% SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40% SET- 10S SET- 10% SET SAVE FURNITURE 
¥ & FLOORS-CREATE QUIET 
Look for words DOMES °f SILENCE 
INSULATED-NOISELESS FOR TILE 
CEMENT OR MARBLE FLOORS IN 
BATH ROOMS. RESTAURANTS, ETC. 
LARGE SIZE FOR METAL & WOOD BEDS 
y LARGE CHAIRS & ALL FURNITURE.. 
Ask your Jobber— 
lf he is not supplied, write to 


DOMES of SILENCE, Inc., 35 Pearl St. N. Y. C. 
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LOOK FOR THE DISTINCTIVE 
CROSS PACKAGE 


red-white-black 
YOUR CUSTOMERS DO! 


all 
O. K. 


if they’re 
W. W. CROSS & CO. INC., EAST JAFFREY, N. H. 








Silver Lake Sash Cord 


‘TIARDWARE AGE 

















BOND 


New Haven, Conn. « Chicago, Ill. - 


SEPTEMBER 10, 1936 








REG. u.s, pat. OFF. 


XTRAORDINARY quality by Bond, to retail at chain and 

mail-order prices. All-metal, full-chromium finish, Two-celb 
Floodlight and Two-cell Focusing Spotlight. Buy now. Bring cus- 
tomers back home with Bond timely Leaders. 


NO. 502 BOND SPOTLIGHT 
Comes packed in TWO displays of six each, and priced to retail at 
49c each complete, when purchased with 48 No. 102 Bond Mono- 
cells in Deal No. 490. 
NO. 2122 BOND SPREADLIGHT 

Comes packed in TWO displays of sIx each, and priced to retail at 
39c each complete, when purchased with 48 No. 102 Bond Mono- 
cells in Deal No. 390. 


ELECTRIC CORPORATION 


Houston, Texas + San Francisco, Calif. 


1} New High-Power 
VALUES! 


Super-Speed Turnover and Profit 





= —~ ! 
HIGH QUALITY 
Two in Each 


DEAL NO. 490 


12 No. 502 Two-cell Spotlights 
with 48 No. 102 Bond Mono-cells. 






Retail value. . .. . $8.28 
Deal netcost . . . . $5.52 
Vour prem}. . 2 2 $2.76 





il 
Two in Each 
DEAL NO. 390 


12 No. 2122 Two-cell Spreadlights 
with 48 No. 102 Bond Mono-cells. 


Retail value. . . . . $7.08 
Deal net cost . . . . $4.76 
Veer promt . . «6 «© « $2.32 















DEEP STAMPE : pik > TOIPREVENT 
GILT FILLED ae te N (BATTERING 


TRADE MARK REGISTERED 
U.S.PATENT OFFICE 


RUSTLESS 


FINISH 





Tue Brann Your Farner Usep 


Patented 
DIAMOND EDGE 
Shiver loca 








PLEIGH 


ESTABLISHED 1843 
F 


TRADE MARK REG. U.S. PAT. OFF. 











“DIAMOND EDGE 1S A QUALITY PLEDGE" 











Shapleigh National Series No. 1480 HARDWARE AGE 











